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All Records For Indiana 
Broken By 


THE INDIANAPOLIS 
STAR 


The Sunday STAR of December 16 (Christmas Number), was a 
76-page paper, the largest ever issued in Indiana. It was as usual 
replete with the live news and interesting articles which have brought 
to the STAR the largest circulation in the State of Indiana. 


This Sunday issue carried 


274 CGolumns of Paid 
Advertising 


which is over one hundred columns better than the best record of 
any other Indianapolis newspaper. There were eight full pages, one 
double-page, and one ten-column advertisement. 

You know, of course, that Indiana advertisers are not indulging in 
this volume of advertising for any sentimental reasons. They want 
results and know where to get them. Do you? 








GENERAL OFFICES OF THE STAR LEAGUE: 
INDIANAPOLIS STAR, MUNCIE STAR, TERRE HAUTE STAR, 
Star Building, Indianapolis. 


C. E, LAMBERTSON, 1315 Flatiron Bldg,, New York, Eastern Manager. 
. JOHN GLASS, Boyce Bldg., Chicago, Western Manager. 
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‘THe CHRISTIAN WorkK leads them all.” —New York Times. 









rCORISTIAN 


“, WORK 
THE EVANGELIST 





The Leading High Class Inter-denominational 
Religious Weeklv. 


The Christian Work Est. 1866. The Evangelist Est. 1830. 


Paid Subscription List 


32,694 


Its subscription and mailing lists are open and 
accessible at all times for comparison. Statement by 
States sent on application. 


It has the Largest Paid Circulation 





of any High-Priced Religious Newspaper 
In The United States. 





Published Every Saturday. Forms Close Monday Preceding. 






THE CHRISTIAN WORK AND EVANGELIST, 
90 Bible House, New York. 
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A MAGAZINE FOR BOYS. 


HOW THE “AMERICAN BOY,” OF DE- 
TROIT, WAS FOUNDED AND BUILT 
UP—THERE ARE PLENTY OF ,BOYS, 
TO READ IT, AND ADVERTISERS FIND 
IT EFFECTIVE FOR A GOOD MANY 
MORE COMMODITIES THAN YOU 
WOULD SUPPOSE—GETTING  CIR- 
CULATION. 

One of the most interesting 
specialized magazines in_ this 
country is the American Boy, of 
Detroit. For twenty-five years 
there have been boys’ magazines, 
and for longer than ihat boys’ 
periodicals such as .were once 
supplied in great number by the 
late Mr. Beadle, who made 
“Deadwood Dick” famous. But 
as a real boys’ magazine, the 
American Boy seems to have a 
place all its own. Its make-up is 
different from the old periodicals. 
and its advertising patronage 
much wider. The boy idea has 
been modernized and developed 
along business lines. 

J. Cotner, Jr., secretary-treas- 
urer of the Sprague Publishing 
Co., and advertising manager of 
the American Boy, was in New 
York recently, and gave some de- 
tails concerning that publication. 

“We started the American Boy 
in November, 1899,” said Mr. 
Cotner. “The idea _ originated 
with Mr. Sprague while he and 
his family were quarantined up in 
northern Michigan. His own boy 
was recovering from diphtheria, 
and in trying to find reading mat- 
ter to amuse him Mr. Sprague 
was struck with the lack of vig- 
orous, entertaining stuff for boys. 
In the end he planned a magazine 
to fill this gap among the period- 
icals, and the American Boy was 
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born. How were we to get it 
before the boys of America? Un- 
til this problem was worked out 
we spent a good many sleepless 
nights. To get our first subscrip- 
tions: we advertised the American 
Boy in our other publications 
with the result that we had sev- 
eral thousand subscriptions before 
the first number came out. Then 
we commenced a vigorous adver- 
tising campaign in all the leading 








THE *“AMERICAN Boy’ me THE ORIGINAL 
HAD A JOB WITH AN ADVERTISING 
AGENCY, 

magazines, and devised a plan 

that brought us as high as 700 

trial subscriptions a day. These 

plans soon gave the boys of Amer- 
ica knowledge of the new maga- 
zine. From the start we gave 
premiums to boy agents (never to 
subscribers), and have always had 

a big corps of agents on a cash 

commission basis—about 4,000 

at the present time. Along in the 
all of 1903 we did advertising 
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for subscriptions on a big scale, 
using full pages in many of the 
prominent magazines, including 
such publications as the Ladies’ 
Home Journal. In all of this 
publicity we used the picture of 
a boy. This face of a typical 
American boy soon became tam- 
iliar in millions of homes. I 
might say that this advertising 
cost us much more than it 
brought, in direct returns, but the 
public, the subscription agencies, 
the advertisers and advertising 
agencies began to take notice, and 
as I look back on it now, this 
splurge was the best thing we 
ever did, although it nearly broke 
our backs financially at the time. 
The subscription growth had been 
steady right from the start, but 
this advertising caused it to go 
ahead by leaps and bounds. Pub- 
lishers of adult magazines and the 
subscription agencies realized that 
it was a desirable publication for 
clubbing purposes, helping to 
round out the “family group’ list, 
and to-day no publication re- 
ceives more publicity in this way 
than does the American Boy. 
Subscriptions are discontinued as 
they expire, and our percentage 
of renewals compares very fav- 
orably with the best adult maga- 
zines of the country. 
“Many other things 
done to popularize the 
Boy. For instance, there was 
held, on July 5, 1904, at the 
Louisiana Purchase Exposition at 
St. Louis, an ‘American Boy 
Day,’ in charge of Mr. Sprague. 
Festival Hall was crowded with 
some 2,000 American boys who 
came from every section of the 
country. Governors of various 
States and many other notables 
sat in the boxes. This ‘American 
30y Day’ was written up in thou- 
sands of newspapers all over the 
country, and you can readily see 
the benefit to our publication. One 
year later, at the Portland Expo- 
sition, an ‘American Boy Day’ 
was held, also in charge of Mr. 
Since then days have 


Sprague. 
been set apart in many cities, 


have been 
American 


towns and villages, and it has be- 
come an established custom, 

“All over this country there are 
companies banded together 


boys’ 





under the name of ‘The Order of 
the American Boy’ with Mr. 
Sprague as their president-gen- 
eral. These companies to-day 
number 1,054 and are in every 
State and ‘Territory save one. 
Each month special matter is 
mailed from this office to every 
captain, and notable days in the 
history of our country are ob- 
served, boys’ libraries are started, 
a simple order of parliamentary 
procedure is given them, and in 
niany ways helpful suggestions 
are sent them each month. These 
companies are doing more for the 
good of boys generally, and in- 
directly to advertise the magazine, 
than any other feature I know of. 
We give badges to boy heroes 
and to boys who win distinction 
in their studies and in other ways. 
I might go on at considerable 
length to tell you of similar 
features.” 

Whoever picks up a copy of 
this juvenile magazine for the first 
time will probably be amazed at 
the amount of advertising it car- 
ties (there were over 6,500 lines 
in December) and the variety of 
articles exploited in its columns, 
many of which would seem to be 


suited only to grown persons. 
Williams’ shaving soap, Kala- 
mazoo stoves, Angle lamps and 


other things in the same class are 
advertised regularly. Mr. Cot- 


ner said that the large advertis- 
ing agencies had faith in the 
magazine from the first, and in 


the beginning he also found quite 
an extensive line of advertising 
that belonged to a boys’ publica- 
tion, which could be secured at 
once, such as_ stamps, coins, 
curios, cameras, electrical and 
mechanical novelties, sporting 
goods, incubators, poultry and pets, 
schools, seeds, garden supplies, 
cates, money and premium-earn- 
ing schemes, tools, etc. In many 
of these lines the American Boy 
now leads all other publications, 
“Nothing in the way of liquor, 
tobacco, playing cards, objection- 
able medical or fraudulent adver- 
tising of any kind is accepted,” 
he went on. “In some cases we 
have found advertisers exploiting 
what seemed to be a harmless toy 
and then mailing obscene matter, 
(Continued on page 6). 
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@ The president of a New York adver- 
tising agency has said: “THE LADIES’ 
HOME JOURNAL is not a ‘publication’ 
—it is an institution!”’ 


@ By the peculiar aptness of our edi- 
torial supply, and by a constant loyalty 
to our readers’ interests, THE LADIES’ 
HOME JOURNAL has won in the 
homes of America a position above 
the plane of mere “publications.” It 
sustains with its readers a relation 
close, vital, intimate. It ministers to 
the welfare of their bodies, the growth 
of their minds and the courage of their 
souls. 


@ The advertiser whose commodity is 
associated with such a wide and signif- 
icant influence will be allied with a 
force beyond mere printers’ ink. 


@ 1,200,000 copies each month. 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 
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but these scoundrels have been ments are keyed) proves that 
very quickly shut out and in some boys have money to spend. Many 
cases stopped through the Post- are working boys. Some have a 





WILLIAM C. SPRAGUE, FOUNDER “AMERICAN Boy.” 


office Department. The steady pocket allowance; and a postal 
patronage in special lines named card canvass recently made shows 
above (most of the advertise- that they are of the average age 
(Continued on page 8). 
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Iowa Homestead 
Adopts the Flat Rate 


= Fa Greatest of the Farm | 
! Weeklies Makes a 
New Departure. 





Guaranteed Circula- | 
tion of 100,000 for | 
40 Cents a Line. 


THE IowA HOMESTEAD, the | 
greatest of the agricultural | 
weeklies, has put in force, be- | 
ginning January Ist, a flat rate | 
of 40 cents a line, guaranteeing | 
a circulation of 100,000 for | 
every issue. The new rate card 
and combination rates with the other Pierce Publications | 
are as follows: | 

READING NOTICES. 
Reading notices set in nonpareil type, per count linz, soc. 


DISPLAY ADVERTISING. 
Display space, 40 cents per agate line, flat. No discounts for time or space. 
Preferred positions, 2g per cent extra. 


Guaranteed Circulation, 100,000. 








GENERAL INFORMATION. 
Forms close Tuesday morning; day of publication, Thursday. 
Length of columns, 13% inches, 187 lines. 
Width of columns, 2% inches, 13 ems; columns to page, 4. 
Number of lines to page, 748. 
Size of paper, 24 to 64 pages. 








COMBINATION RATE CARD. 
Covering prices for display advertising in 


THE HOMESTEAD, Des [leines, lowa, 
THE FARMER AND STOCKMAN, Kansas City, Mo. 
THE WISCONSIN FARMER, [adison, Wis. 


Guaranteed Combined Circulation over 190,000. 


HomeEsTEAD and FARMER AND STOCKMAN, 52 cents a line, flat. No dis- 
counts for time or space. 

HomgstTEeap and WIsconsiIN FARMER, 48 cents a line, flat. No discounts for 
time or space. 

HoMESTEAD, FARMER AND STOCKMAN, and WIscCONSIN FARMER, 60 cents a 
line, flat. No discounts for time or space. 

Combination rate on the five Pierce Publications, including the three weeklies 
above named and THe HoMEMAKER (120,000) and THE Farm GAZETTE (600,000) 
both monthly, $1 per agate line, flat. Guaranteed combined circulation, over 370,000. 





Address all communications and send contracts, copy and electros to 
THE HOMESTEAD COMPANY, 
Des Moines, Iowa. 
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of 15%4 years and many thou- 
sands are 16, 17, 18 and 19 years 
of age. Many advertisers, such, 
for instance, as the manufacturers 
of Williams’ shaving soap are 


INK. 

are indelible and are valuable to 
the advertiser against the time 
when the boy is his own wage 
earner and money spender.” 
“Do you count as an asset in 


J. CoTNER, JR., SECRETARY-TREASURER “AMERICAN Boy.” 


advertising with us on the theory 
that it is easier to teach a boy or 
a young man a life habit than to 
induce an adult to unlearn an old 
habit and take up a new one. 
Many advertisers agree with us, 
too, that impressions made now 


your business the adult members 
of the family?” 

“Indeed we do. In this respect 
we have upset theories and con- 
founded theorists, as our pages 
will show by reason of the splen- 
did line of general publicity busi- 
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household commodity 
Where there's a boy 
family, and 


and 
advertising. 
there's a home—a 
where there’s a family there are 


ness 


family wants. Father and mother, 
brother and sister, look through 
the American Boy, and time and 
again I have asked for the privi- 
lege of sending it to the home of 
a doubting advertiser or agency 
man, especially if he had a boy, 
and asked him to notice whether 
the mother read her boy's paper. In 
every case my theory was con- 
firmed, that mothers read their 
boy’s magazine. Gradually we are 
getting more and more of this 
general publicity business, and 
just as sure as tate are bound to 
carry in the days to come a vol- 
ume of this class of business 
which will compare favorably 
with any of the leading adult 
publications, 

“We get a great deal of our 
business by showing our list of 
subscribers in the town where an 
advertiser lives, and the universal 
testimony is that it goes to the 
families of the highest character. 
Just as an illustration, 1 was in 
Atlanta, Georgia, recently, and the 
list of subscribers in Atlanta dis- 
closed the fact that the son of 
the great southerner the late 
Henry W. Grady, was a subscrib- 
er, and that the son of the mayor 
took it, and that the large list of 
boys who took it in Atlanta were 
of families almost equally as well 
known. We reach every section 
of the country, and the 125,000 
copies which we mail go to 12,780 
post offices.” 

“How many advertising solicit- 
ors have you?” 

“You will be surprised to find 
that we have not a single one. I 
am able to go out in the field 
myself, but at rare intervals. We 
do not have any connection with 
special representatives, and pay 
tribute to no one for the business 
we get. Our principal soliciting 
is done by means of circulars and 
letters, the magazine itself, as we 
have a well-organized force here 
in the office, and conduct a vigor- 
ous follow-up system. 

“To revert to our boy subscrib- 
ers, I believe it is not too much 
to say that no publication in this 


country has a more enthusiastic 
or loyal following, and 1 do not 
know of one where the relation 
between editors and_ readers 
seems to be so close. It is a tre- 
mendous_ responsibility for our 
editors, but they are equal to it. 
It is worthy of note that it has 
the same editorial and business 
management with the same detin- 
ite policies that it had at the start, 
and to this no small measure of 
its success can be ascribed, The 
editorial policy has always been— 
nothing is too good for the boy. 
The American Boy counts among 
its contributors the best known 
writers for boys in the world, and 
has paid as high as $1,000 for a 
single story. Stories by Kirk 
Munroe, Stratemeyer, Tomlinson, 
Alger, Trowbridge and Shute are 
expensive luxuries but we want to 
give the boys the best that’s to be 
had. We have just purchased an 
unpublished story by the late 
‘Oliver Optic.’ 

“Mr. Sprague was the success- 
ful editor of technical journals, 
the author of many books in the 
line of the law and fiction, but it 
has since developed that his nat- 
ural love and his greatest aptitude 
lay in the line of editing a maga- 
zine tor boys, and I can say at the 
outset that the principal reason 
for the American Boy being so 
successful is this, that Mr. 
Sprague has been able to divine 
just what boys want. He points 
with pride to the fact that the 
magazine, as it exists to- day, seven 
years from the day of its birth, 
approaches in most particulars to 
the ideal he had dimly in mind 
when it was but a dream. Per- 
haps no editors in the country 
have been more conscientious in 
their work and have followed 
along more closely to a chosen 
ideal than have Mr. Sprague and 
his associate editor, Mr. G. O. 
Ellis. This ideal in a word was— 
make what the boys want and 
what their parents want them to 
want. 

“Stories must be clean and have 
a ‘go’ to them; the magazine must 
talk the gospel of ‘do’ and 
not that of ‘don’t;’ it must 
be strong and virile; it must con- 
tain departments touching on boy 
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hobbies and thus come into the 
boy's every-day life—right where 
he lives; it must be profusely il- 
lustrated; it must not moralize, 
but the lesson, the uplift and the 
encouragement to manly endeavor 
must be hidden away in the story, 
anecdote or sketch; it must create 
a love for animals and nature, for 
clean, healthful sports,—for out- 
door life; the advertising admit- 
ted to its pages must be censored 
with extreme care—more closely 
than would be necessary in con- 
ducting an adult magazine—in 
view of the youth and inexperi- 
ence of its readers.” 

As an index to readers, the 
following tabulation of the ages 
of 1,853 subscribers, made by 
postal canvass, is interesting: 


6 years old 3 23 years old 4 
7 “ 5 25 ‘ I 
8 is 10 26 5 2 
9 ss 29 27 i 1 
10 2 49 28 2 
11 a4 101 32 aa I 
12 ia 177 34 44 2 
13 16 189 38 ee 1 
14 ” 297 45 y 1 
15 cs 309 46 ‘ 2 
16 Hs 283 47 1 
17 i 177 48 . I 
18 id 98 50 1 
19 ts 54 53 i I 
20 30 54 z I 
21 ret 14 63 . 1 
22 i 4 83 years young 1 


William C. Sprague, founder of 
the magazine, is also proprietor 
of the Sprague Correspondence 
School of Law, which is seven- 
teen years old and has a regular 
quota of about 2,000 students. It 
is said that the idea of mail in- 
struction was originated by Mr. 
Sprague, and his school of law is 
approved by attorneys and in- 
structors everywhere as the next 
best thing when a young man 
cannot attend a _ regular law 
school. It gives no diplomas, but 
many of its students have passed 
examinations and been admitted 
to practice in their own States, 
and many old graduates are now 
prominent attorneys or judges. 
Mr. Sprague is an Ohioan, forty- 
six years old, and after a legal 
education, built up a large collec- 
tion business. He is connected 
with prominent legal societies, 
and has considerable reputation 
throughout the Middle West as 
an orator. He is also an active 





editor and author, having written 
law books, juvenile fiction, bio- 
graphy, books on journalism, edu- 
cation, etc. This concern pub- 
lishes at Detroit the American 
Legal News, Law Students’ Help- 
er, National Bankruptcy News, 
How to Write and a list of tech- 
nical books comprising eighty 
titles. 


—_—~oo—_—_— 
FROM THE INSIDE, 

There is too much machine-made ad- 
vertising printed—not enough of the 
kind that represents the peculiar in- 
dividuality of the firm which issues it. 
Advertising copy which is turned out 
of the same mould as that of a dozen 
other concerns misrepresents the man 
or business of strong ideas and dis- 
tinct individuality. Advertising of the 
“individual” kind can only be produced 
by those who study the ‘subject from 
the inside—by the advertising man who 
has the ability, and who will take the 
time to study deep into the heart of 
the business whose advertising is 
placed in his charge.—Guide Post. 





Your advertising in your newspaper 
should occupy a certain place on a cer. 
tain page regularly. It can be found 
there at all times. It costs more for 
a certain place. You willingly pay 
more rent than your competitor on a 
side street, don’t you.—The Boot Strap. 
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HE PUBLISHERS 
give prizes for the best 
letters from subscribers tell- 
ing of the benefits they have 
derived from the patronage 
of firms which advertise in 
FLORAL LIFE. 


These letters are a regular 
department of the magazine 
—and our readers are taught 
to regard the advertising col- 
umns as essentially a part of 
the service rendered by 
FLORAL LIFE. 


Of course this policy makes 
it necessary to rigidly exclude 
all doubtful ‘‘copy”—FLORAL 
LIFE carries no medical or 
questionable business. Its 
subscribers have complete 
confidence in every advertise. 
ment published in its pages. 
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A DIFFICULT PROPOSITION. 


Hoggson Brothers, a New York 
firm o1 architectural designers and 
decorators, have a dithcult adver- 
tising proposition, They want to 
reach persons who build homes 
worth $15,000 and upward, and 
corporations that are building or 
fitting up business quarters, Much 
of their business is with banks 
and trust companies. They have 
erected many banking buildings in 
New England. 

During the past two years nu- 
merous experiments have been 
tried in advertising. The nub of 
the whole problem is getting pro- 
fitable replies. To get mere re- 
plies is easy. Newspaper adver- 
‘tising in a New York daily for 
three months brought them in at 
the rate of ten to fifteen a week, 
but so far as is known no busi- 
ness resulted. Inquirers were not 
curious, but simply had some job 
of building or decorating on hand 
that fell below the minimum at 
which this concern could be help- 
ful. A polite note terminated such 
negotiations. Wide advertising in 
the magazines brings better re- 
plies, and the firm uses publica- 
tions like Country Life in Ameri- 
ca, House Beautiful, Indoors and 
Outdoors, etc. Still, many of the 
replies are useless. The best re- 
sults have been secured with a 
mailing list of about 5,000 names, 
which has taken four or five years 
to compile. This list includes 
many banks and trust companies, 
and business concerns, on the 
whole, predominate. One of the 
fundamental difficulties of adver- 
tising by such a list, to business 
men, is that after a definite im- 
pression has been made with cir- 
culars the man who wants service 
of this nature may not remember 
the name and address of the firm 
that interested him. Circulars 
come from time to time. But he 
throws them away after reading, 
and when he is ready to act the 
name and address have slipped 
away. This difficulty has been 
met by sending out printed mat- 
ter regularly. A man may weigh 
the question of building many 
months before he is ready to be- 
gin correspondence. It is a long- 


It 


time proposition. But when he 
gets on the mailing list ef this 
concern he soon sees that circulars 
are sent regularly. All he has to 
do is wait, and another bit of 
printed matter will come along to 
put him in touch. Most of the 
circulars sent out are fine affairs, 
bearing a photogravure of some 
beautiful building recently com- 
pleted by the firm, and with a 
little text matter descriptive of 
service and methods. 

Local advertising has also been 
possible to a limited extent. As 
operations of this concern are 
largely confined to the East, New 
England is important territory. 
Many banking buildings have been 
erected in this section, and in one 
city particularly, New Haven, 
there are seven. Not long ago a 
full-page was taken in one of the 
New Haven dailies to show pic- 
tures of these structures, and an 
article dealing with methods was 
printed with the cuts. Aside from 
the local impression made, 5,000 
copies of this issue of the paper 
were sent out to the mailing list. 

Another useful advertising de- 
vice was a loan exhibition of old 
brass and copper, pieces from the 
collection of A. W. Drake, art 
director of the Century. This ex- 
hibition was given at the firm's 
offices in New York during the 
week of the automobile show, 
and many persons who might 
hesitate to visit the offices without 
a definite object felt free to come 
to an art show. The advertising 
of Hoggson Brothers is handled 
by Bruce & Banning, New York. 


—__+o+_____ 
EXTREMELY HEALTHY. 
Cuicaco, Dec. 18, 1906. 
Editor of Printers’ INK: 

Inclosed find five dollars in New 
York exchange, for which please ex- 
tend mv subscription for four years 
from Feb. &, 1907, which is the time, . 
I believe, it would have expired. 


I wish to congratulate you on the im- 
provement made in the magazine, and 
from the amount of “meat” you are 
now handing out to the boys each week, 
I should think you ought to have an 
extremely healthy lot of subscribers. 
The rest of the bunch are not in the 
running with Printers’ INK. 

With best wishes for the future, I 
am, Very truly, 

J. C. Negty, 
Care of Neely Bros, 
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SECOND SESSION OF THE 
POSTAL COMMISSION. 


THE POSTMASTER-GENERAL AND HIS 
SECOND ASSISTANT TESTIFY BE- 
HIND CLOSED DOORS—A PROPOSI- 
TION TO MAKE THE POSTAL SER- 
VICE A PRIVATE ENTERPRISE—MR. 
MADDEN REITERATES HIS DEMAND 
FOR A FOUR CENT RATE ON SEC- 
OND-CLASS MATTER, 





The second session of the Post- 
al Commission, consisting of Sen- 
ators Penrose, Carter and Clay 
and Representatives Overstreet, 
Gardner and Moon, and Henry 
H. Glassie, Esq., secretary (ad- 
dress Colorado Building, Wash- 
ington, D. C.), was held in the 
committee room at the Capitol, 
November 26th, pursuant to a 
resolution adopted at the conclu- 
sion of the first session held at the 
Holland House, New York City, 
in the first week of October. It 
was expected that at this meeting 
figures would be presented by 
publishers and the Postoffice De- 
partment which would throw 
much needed light on the im- 
portant questions of average haul 
of periodicals, cost of handling, 
etc., Hon. W. S. Shallenberger, 
Second’ Assistant Postmaster- 
General, and Mr. William A. 
Glasgow, Jr., counsel for the 
Periodical Publishers’ Associa- 
tion, having stated at the first 
meeting of the Commission that 
they would be prepared at the sec- 
ond meeting to present facts and 
figures that would enable the 
Commission to form an intelligent 
idea as to what the rate on sec- 
ond-class matter ought to be. Mr. 
Glasgow failed to submit figures 
on behalf of the publishers and 
Mr. Shallenberger, if he submit- 
ted any figures did so in private, 
for both his testimony and that of 
Hon. George Bruce Cortelyou, 
Postmaster-General, were given 
behind closed doors. It is unfor- 
tunate that the Postoffice Depart- 
ment, or the Commission, which- 
ever was responsible for the secret 
session, felt obliged to exclude the 
publishers from any of the ses- 
sions of the Commission. If Mr. 
Cortelyou or Mr. Shallenberger 
had any information to impart, 
the publication of which would be 








prejudicial to public interests, it 
might better have been submitted 
in the form of a written report. 
At the New York meeting much 
valuable information was devel- 
oped during the cross-examina- 
tion of witnesses, and the fact 
that the representatives of the 
publishers’ associations were given 
an opportunity to cross-question 
those who presented the Depart- 
ment’s side of the case was ac- 
cepted as a sign that there was to 
be a square deal for all concerned. 
Printers’ INK has’ never doubted, 
and does not now doubt, the good 
intentions of the Department and 
the Commission, but it is useless 
to deny the fact that in consenting 
to a secret session someone has 
blundered. The publishers, who 
are as vitally interested in the so- 
lution of the second-class rate 
problem as is the Department, 
have been made to feel that in- 
formation possibly prejudicial, 
possibly favorable, to their cause 
is being withheld from them. 
That it will be made public later 
when the report of the Commis- 
sion is submitted to Congress is 
beside the point. They feel that 
they have a right to know now 
the testimony given by the Post- 
master-General and his Second 
Assistant before the Commission. 
If the Third Assistant Postmas- 
ter-General, Mr. Madden, who 
has been for years the real leader 
in Postoffice reform, is not obliged 
to take refuge behind closed doors 
there would seem to be no good 
reason why others should be per- 
mitted to-do so. Mr. Shallen- 
berger’s reputation as a_statisti- 
cian is not such as to incline pub- 
lishers to accept his figures un- 
challenged, and by denying them 
an opportunity to refute his con- 
clusions the Postal Commission 
has put itself in the position of 
seeming to favor one side at the 
expense of the other. The whole 
affair is most unfortunate, and if 
the faith of the publishers in the 
impartiality of the Commission is 
shaken the blame must be laid at 
the door of the secret session. 


A SERIOUS PROPOSITION FROM W. D, 
BOYCE. 
With the exception of the Post. 
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master-General and Mr. Robert J, 
Coilier, of Collier's Weekly, few 
new witnesses .appeared before 
the Commission at the Washing- 
ton session. W. D. Boyce, of 
Chicago, who represented the 
American Weekly Publishers’ As- 
sociation at the Holland House 
meeting, appeared again, this time 
with a proposition to turn over 
the business of the Postoffice De- 
partment to a $50,000,000 private 
corporation which, he said, was 
prepared to pay the government 
rent for postoffice quarters and all 
yrofits above 7 per cent on the 
capital invested, to place a well- 
known railroad traffic expert in 
charge of the postal service at a 
salary of $30,000 a year, to secure 
lower rates from railroads and 
abolish all sinecures, politics and, 
incidentally, the deficit—in short, 
to put the postal service on a 
business-like basis. If this propo- 
sition should be accepted, Mr. 
Boyce stated that the corporation 
referred to would be willing to 
submit to full government regu- 
lation and would agree to reduce 
all postal rates—including the cent 
a pound now charged on second- 
class matter—by one-half. Mr. 
Boyce was of the opinion that if 
the abuses of the franking privi- 
lege were abolished and the sum 
paid to the railroads, now 
amounting to nearly $50,000,000 a 
year, reduced to a reasonable fig- 
ure, say $25,000,000 annually, the 
postal service could be made to 
yield a handsome profit. “All I 
want.” he said, “is to get mvself 
and my proposition taken serious- 
ly.” It is not likely that he will 
get either. 
MR, MADDEN’S STATEMENT. 

Hon. Edwin C. Madden, Third 
Assistant Postmaster-General, 
again appeared before the Com- 
mission. His statement in part 
was as follows: 

A review of all that has been said 
on behalf of publishers shows no sub- 
stantial disagreement with the Depart- 
ment in what it alleged concerning the 
existing laws. In fact, more than is 
claimed by the Department has been 
admitted. Nor is there any real dis- 
agreement, when the statements are 
analyzed, with the claim that the pres- 


ent statutes governing second class of 
that they 


mail matter are out of date; 
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do not meet modern publishing condi- 
tions, and that their enforcement now 
to the letter and spirit of their intent, 
taking tne benefit of the doubt to the 
Government (which should always be the 
rule in a grant of public money, and 
a certificate of entry is a grant of pub- 
lic money to the extent of the cost of 
handling over what the publisher pays 
—there is no other fair way to put it) 
would rule out of the second class a 
majority of the newspapers and maga- 
zines now published, under the provi- 
sion which prevents entry, or contin- 
uance in that class, or publications 
primarily designed for advertising pur- 
poses, or for free circulation, or for 
circulation at nominal rates, and the 
provision that there must be a list of 
subscribers, and that it shall be legiti- 
mate. 

Publishers generally will take 
issue with Mr. Madden’s state- 
ment that the cent a pound rate 
is really a grant of public money 
to publishers and that “there is no 
other fair way to put it.” The 
fair way to put it is that the grant 


of public money is to the rail- 


roads. Publishers cannot prevent 
the Department spending more 
money than it should for the 


transportation of mail matter, but 
they can and do object to having 
an additional tax imposed upon 
themselves in order that the ex- 


orbitant rate paid to the rail- 
roads shall be continued. 
Mr. Madden warned the Com- 


mission to beware of suggestions 
that the present laws are all right 
and that the proper remedy is for 
the Department to carry on its 
work of reform by administrative 
methods. 

You 
yesterday 


here 
are 
all re- 


heard it eloquently told 
that the existing laws 
sufficient, and that they meet 
quirements, and that the real solution 
of the problem is the continuance to 
the limit of the present administrative 


reform. I slept on that proposition 
last night. If it came from a less re- 
spectable source I should be_ strongly 


tempted to look upon it as a fine piece 
of strategy to defeat and turn to 
naught not only all the work and the 
purpose of this Commission, but per- 
haps all that has been accomplished 
by the administrative reform. It may 
be that it only happens to look that 
way, and I do not want to be under- 
stood as saying that such is the design. 


Further along, however, Mr. 
Madden returned to the same idea 
and imagines the publishers, or 
some of them, conferring  to- 
gether and saying: 

The correct game 
Commission to believe 


the 
right 


induce 
the 


to 
that 


is 
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thing to do is to let the present laws 
stand and give Madden all the help he 
wants to enforce them; then report to 
Congress, dissolve and go out ot exist- 
ence. Now the Commission is gone— 


see? Madden will of course wade in; 


he will use all the rope that is given 
him. Flushed with his success so far 
he will butt in everywhere; he’s built 
that way. We’ll let him go on; we'll 
set up a howl at every ruling, and by 
and by there will be such a clatter that 
the administration will sit up and take 
notice. Election is coming on, you 
know, and Madden may be suppressed, 
and, if so, presto! The administrative 
reform is done; there is no Postal 
Commission and nothing before Con- 
gress, and the old wide-op.n_ condi- 
tions may again come in vogue. 

Referring to his recent order 
prohibiting the use of coupons in 
advertisements after March 4, 
1907, Mr. Madden read the fol- 
lowing letter from the publisher 
of the Chicago Tribune: “Permit 
me to congratulate your Depart- 
ment on its order concerning 
coupons in periodicals,” to which, 
he said, he sent the following 
reply: “Permit me to thank you 
for your letter of November a2ist 
congratulating the Department on 
the order concerning coupons in 
periodicals. It is gratifying to 
have a ray of light now and then 
penetrate the clouds of this 
gloomy and much misunderstood 
subject.” 

“The purpose of reading this 
letter, and the reply,” said Mr. 
Madden, “is to show you that 
there are two sides to the ques- 
tion. Figuratively speaking, we are 
‘between the devil and the deep 
sea. We are denounced if we 
do and we are denounced if we 
don't. We are always going too 
far, and we are never going far 
enough. The coupon order speaks 
for itself. I did not want to issue 
it at this time; I did not believe 
it should be issued, but it had to 
be done. Let its correctness be 
brought to test in the courts. I 
want to be understood here as 
saying that I favor a court re- 
view of every ruling under these 
laws and the facts of the case as 
presented to the Department. An 
officer having this duty to perform 
who cannot stand up under a 
court review has no right to 
stand at all, and should not be 
sustained. Of course, there are 
many close cases and many close 


or doubtful questions decided 
every day, and he cannot be right 
—-eternally right—all the time un- 
der court review, but if he is not 
sustained in a majority of the 
tests he is wrong and should be 
deposed.” 

Continuing, Mr. Madden said: 

The attempts to secure legislation 
on this subject heretofore were defeat- 
ed because of opposition developed 
from a misunderstanding of the subject. 
The country publishers, publishers of 
weeklies whose case has been so well 
presented here, are again being used. 
It is the old story—they do not under- 
stand. That is to say, their influence 
is being used against legislative reform 
now as it has been heretofore, and 
their opposition comes from an_ insuffi- 
cient or inaccurate understanding of 
the subject. I say this because I be- 
lieve that if publishers of bona fide 
newspapers and periodicals throughout 
this country could really understand 
this complicated problem from a de- 
partmental standpoint, they would not 
oppose reasonable legislation at this 
time. Literature has been sent broad- 
cast concerning the work of this Com- 
mission, which, while it may not have 
been so intended, nevertheless is in- 
accurate, insufficient, and based upon 
misunderstanding. The result is a 
stream of protests, every one of which 
discloses a lack of comprehension by 
the writer. 

SYMPATHIZES WITH PUBLISHERS. 

I want to be understood as having 
great sympathy for the publishers. I 
note the earnest faces that have ap- 
peared here, and I cannot but feel that 
they are all honorable, fair-dealing men 
pleading only for what I would plead 
if I were on their side—what I con- 
ceived to be the life of my business. I 
feel for them. They are sufferers from 
conditions they did not create, or to 
which they have not contributed much. 
If the Postoffice Department had to 
deal only with such publications as are 
represented in the American Newspa- 
per Association and the Periodical Pub- 
lishers’ Association, and some others, 
there would have been no need for this 
Commission, _ But they are only a part; 
they are not the whole. The efforts 
of the Department are for the general 
good, and it must disregard personal 
interests. I wish to go on record 
now as stating that the question of 
deficit or no_ deficit has nothing 
to do with presenting to this Com- 
mission such a case against the 
existing statutes as may secure new 
ones. The Department is not against 
publishers; it is against these bad laws. 
It is looking to the needs and the good 
of the whole. I wish to go on record 
also as saying that I do not believe 
it to be fair or necessary to ascertain, 
as a basis for any change of rate that 
may be proposed, what the cost of 
handling this class of matter may be. 
I know of no sound reason why we 
should not treat it as we treat other 
classes—fix a rate arbitrarily according 
to the needs of the service. That rate 
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may be more or it may be less than the 
cost vt handling. When the rate on 
first-class matter was fixed it was not 
upon the conclusion that it would cost 
on the average of 32 cents a pound 
to handle it; when the rate on third- 
class matter was fixed it was not upon 
the conclusion that it would cost 8 
cents a pound to handle it; and when 
the rate on fourth-class matter was 
fixed it was not upon the conclusion 
that it would cost 16 cents a pound to 
handle it. It was a question of policy 
and determination of Congress of what 
would be a reasonable and proper rate 
for those classes of matter, irrespective 
of the cost of handling, and the same 
rule should apply now. If the 4-cent-a- 
pound rate, which I have proposed, is 
less than the cost of handling; then 
all printed matter would be handled at 
less than cost. So far as the service 
is concerned newspapers and_periodi- 
cals are simply printed matter. If that 
be more than the cost of handling then 
the service would gain the amount 
over the cost as it does on other classes. 
The proposed rate is based upon the 
estimate (guess, if you like) that it 
would approximate the cost of handling 
closely enough to permit Congress to 
remove all restrictions upon printed 
matter, such as now apply to the sec- 
ond-class. Then the field would be 
free for all at the same postage charge. 
Each man would be allowed to attend 
to his own business, free from all in- 
terference, 

INCREASED POSTAGE WILL BE PAID 

ADVERTISERS. 

To repeat and put in concrete form 
what was only loosely stated at New 
York, I propose as a remedy for the 
existing bad state of affairs, as to this 
class of matter, that the rate be raised 
to 4 centsa pound. That is to say, about 
a quarter of a cent an ounce or fraction 
to one address, or one cent for each 
four ounces or fraction to one address; 
in other words, four cents a pound. 
The postage should be paid as now in 
money, and there should be a provision 
for the expedition in the mails of news- 
papers and periodicals. That is a 
real remedy. And if I were a_ pub- 
lisher I think I should oppose it, just 
as these publishers are opposing it. I, 
like they, would probably view it from 
my own standpoint, and I should prob- 
ably denounce the Third Assistant Post- 
master-General just as those publish- 
ers have denounced him. But a change 
is necessary. The service demands it 
and the service is for the whole people, 
not for a class. 

Shakespeare was right when he said 
that a desperate disease requires a des- 
perate remedy. A disease that affects 
the service as this does is desperate and 
requires an effective remedy. We should 
have laws which can be enforced not 
only with facility but in good con- 
science; and that cannot be said of the 
present ones. It should not be neces- 
sary to keep up such a constant broil 
as this reform work does, but it is a 
duty and, disagreeable though it may 
be, I shall perform it to the limit so 
long as it remains my duty. But I 
cannot disregard the spirit of equity in 
dealing with publishers, nor can I treat 
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them as harshly and as inconsiderately 
as the law demands. If the adminis- 
trative reform is to go on, irritation 
and disturbance may be expected in 
exact ratio to the Department’s activity. 
If it should be decided that there is 
te be an increase in the rate of postage 
upon this class of matter, there should 
be reasonable time given to publishers 
in order that they may adjust their 
businesses to the changing conditions. 
I would give them a year, perhaps two 
years, and I do not believe that any 
increase in the rate which may be 
charged is going to wreck businesses so 
generally as has been alleged. There 
will be a readjustment and all will 
exist the same. At least the meritor- 
ious will, and I feel certain that the 
subscriber will never know of the 
change in the cost of mailing; it will 
come out of the advertiser. 
—_————_+or- 
Too much advertising wastes money. 
Too little advertising wastes money. 
Too much copy in_ too little space 
wastes money. Too little copy in too 
much space wastes money.—TJhe Boot 
Strap. 
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MOUNTING 
DAY BY DAY 


Daily and Sunday the 
circulation of THe Cut- 
caGO Record - HERALD 
steadily increases. 

SUNDAY, DEC. 16, 

THE CIRCULATION OF THE 


Sunday 
Record-Herald 














WAS 
224,293 
21,000 increase in two 
months. No other Chi- 


cago morning paper prints 
a detailed statement of 
circulation in every issue. 

















Lincoln Freie*Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Has the largest circulation of any news- 
ps ed printed in the German language on 
—no Pp 


Circulation 149,281 


RATE 3% CENTS. 
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A Roll of Honor 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 





Advertisements under this caption are accepted from publisners who, accord- 
ing tw tne 196 issue of Kowell’s american Newspaper Directory. have submittea for 
that edition of tne Directory a detailed circulation statement. auly signed and dateu, 
also from publishers wno for some reason failed to obtain a gure rating in the i196 
Directory, but have since supplied a detailed circulation statement as described avove, 
covering a period of tweive months prior to the date of making the statement, sucn state- 
ment being available for use in the 197 issue of tne American Newspaper Directory. Cir- 





culation figuresin the ROLL oF Honor of the iast named cnaracter are marked with an (> }. 


These are generally regarded the pvblisn 
to know what he pays his hara cash for. 


ers who believe that an advertiser has a right 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 


it. No publisher who has any doub 


t that the absolute accuracy of his circulation 


statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 


Birmingham. Ledger. dy. Average for 1905, 
22,069. Best advertising medium in Alabama. 


Montgomery, Journal,dy. Aver. 1905, 8.677. 
The afternoon home newspaper of its city. 


ARIZONA. 


Phoenix. Republican. Daily aver. 1905,6.281. 
Leonard & Lewis, N. Y. Reps., Tribune Bldy. 


ARKANSAS. 


Fert Smith, Times. dy. Act. av. 1905, 8,781. 
Act. aver. for May, June aud July, 1906, 4.227. 


CALIFORNIA. 
Meuntain View, Signsof the Times. Actual 
weekly average for 1905, 22,580. 
San Franciaco. Pacific Churchman, semi-mo.; 
Episcopalian. Cir. 1905. 1.427; Dec. 1906, 2,300, 


San Francisco. Sunset Magazine, monthly; 
literary, 192 to 224 pages, 5x8. Average circulu- 
tion ten months beginning December, 1905, 64,- 
600. Home Offices, Ferry Building. 


COLORADO. 


Denver. Clay’s Review, weekly; Perry A. Clay. 
Actual aver. for 1904, 10,926, Jor 1905, 11.658. 
Denver. Fost. Like a blanket it covers the 
Rocky Mountain region. Circulation—Daily 

58.6386, Sunday 76,821. 

3 The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 

oe Rowell’s American News- 
TEED paper Directory, who will 
pay one hundred dollars to 
the first person who success- 

fully controverts its accuracy. 


CONNECTICUT. 
Bridgeport. Evening Post. Sworn dy. ar. '05, 
11,028, now over 12.500, E. Katz, 8S. agt. N.Y. 
Meriden. Journal, evening. Actual average 
Sor 1905, 7.587. 
Meriden. Morning Record and Republican, 
Daily average for 1905. 7.578. 





New Huven. Evening Register. daily. Actual 
av. for 1905,18.711: Sunday, 11.811. 

New Haven. Paliadium. dy. Arer. 1904, 7.857; 
1005,%,686. E. Katz, Special Agent. N.Y. 


New Haven. Union. Average 1905.16,209. 
$d. quarter 1906.16,485. E Katz, 8. Agi.. \. ¥. 


Norwalk. Evening Hour. Daily average guar- 
anteed to exceed::.100. Sworn circulation 
statement furnished. 


Norwich. Bulletin, 
5,92 


morning. Average for 
1904, 3.830; 105, 5 : 5, 583 


1; now, 6,5) 





Waterbury. Republican, dy. Arer. for 1905, 
5.643. La Coste & Maxwell Spec. Agents, N. ¥. 


DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun- 
day. Daily averuye for 1905. 35.550 (©©). 


FLORIDA. 


Jackaonville. Metropolis, dy. Arerage 1905, 
8,980. Oct. 1906, 9,407. E. Katz, Sp. Agi.. N.Y. 


GEORGIA. 


Atlanta. Journal, dy. Av. 1905,46.088. Suu- 
day 47.998. Sem:-weecly 56.781; May. 196, 
daily, 52.517; Sun., 53.977; semi-wy., 74.281. 


Atinnta., News Duily aver. first six mos. 196, 
24,668. S.C. Becicwitn. Sp. ig., N. ¥. & Chi. 


Atlanta, The Southern Ruralist. Sworn aver. 
Jirst sic mos. 1906,62.96 6 copies monthly Begin- 
uing Sent. sst,70,000 guaranteed, semi-monthly. 


Auguata, Chronicle, Only morning paper. 
1905 average, 6,043. 


ILLINOIS. 


Ashley, Gazette. Circulation 1 182. Largest 
and only proven circulation in Washington Co. 


Aurora. Daily Beacon. Daily average for 
1905, 4,80; sirst six months of 1906, 6,245. 


Cairo. Citizen. Daily average first six 
months 1906, 1,529. 


Chieage. Bakers’ Melper, monthly ($2.00) 
Bakers’ Helper Co. Arerage Sor 1905,4.100,(@@). 


Chicago, Breeders’ Gazette, wy.; $2.00. Aver. 
circ’n 4: months endiny Nov. 28, :w6. 69,667. 


Chieago, Dental Review, monthly Actual 
average for 1905, 8,703; for 1906, 4.001. 


Chieago. Examiner. Arerage for 1905. 144, 
806 copies daily; 9% of circulation in city; 
larger city c:irculition than any two other Chi- 
cago morning papers combined. Examined 
4ssociation of American Advertisers. Smith 
Thompson, Representatives. 


Chieago. Farm Loans and City Bonds. Lead- 
ing investment paper of the United States. 


Chieago. Inland Printer. Actual average cir- 





New London. Day, «v’g. Arer. 1905, 6,109; 
fat 6 mos. 1906, 6.068. E. Katz., Sp. Agent, N. Y. 


culation for 1905, 15,866 (@ ©). 
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Ohieago, Record-Herald. Average 1904, datly 

Lee 5.761. "Sunday 199.400. average 1905, daily 

6.456, Sunday 204.559. 

iz-The absolute correctness of the latest 
circulation ratingaccorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the only Chicago newspaper recetv- 
ing (©) 

Joliet, Herald evening and Sunday paceinn. 
Average for year ending July 17, 1916, 6,266 

INDIANA. 

Evanaville. Journal-News. Ar. for 1905,14.- 
040. Sundays over 15.000. E. Katz, 8. A..N.Y. 
Indianapolia, Up-to-Date Farming. 1905 av., 
156,250. Now 200,000 4 tin times a mo.,75c. a line. 
Notre ame. The Ave Maria, Soaate weekly. 

Actual net averuge for 195. 24.8 

Princeton, Clarion-News, daily ll weekly. 

Daily average 1905, 1,447; 1,447; weekly, 2,397. 


oe i Evening Item, daily. Sworn 
id circulation for 1905, 4.074: nine 


UA 
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aaae ae aa ing it, Su, 1906, 4.41 ‘or Sept 
1906, 5,018. Gver's.000 ous of “a0 ’ Richmond 
homes are regular subscribers to the Evening 
Item. 


South Rend. Tribune. Sworn daily average, 
Nov. 1906. %,Q@21. Absolutely best in South Bend. 


INDIAN TERRITORY. 


» eamagee. Times Democrat. ‘905, av., 2.881 
mos. end, May 196, 0.218. E. Katz, Agt. N.Y. 


IOWA. 


Davenport, Catholic Messenger, 
Actual average for 1905, &, 314, 

Davenport. Times. Daly aver. Nor., 12.861. 

reulation in City or total guaranteed greater 
than any other puper or.no pay Jor space. 


Dea Moinea. Capital, aaily. Lafayette Young, 
publisher. Actual average suld 1905, 39.17%. 
Present circuiation over 40.000. City and State 
circulation largest n Iowa. More local advertis- 
ing in 1905 in 342 issues than any competitor in 
365 issues. The rate Jive centsa line. 

Des Moines, Register and and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any otner Des Moines or lowa 
paper. Average circulation Sor Nov, dy. 80,069, 

Dea Moines. The Peo eel Sopular Monthly. 
Actual average for 195, 182,1 is) 


Sioux va Journal, daily 


weekly. 





po Sor 1905 


sworn, 24,961. Average for jirst six months, 
1906, 29,045. 
Sioux City. Tribune. Evening. Net sworn 


aque. average 1905, 24.287: Oct., 1906,28,004, 
ju can cover Sioux City thoroughly by using 

The’ Tribune only. Itis subscribed for by prac- 
cooly, every family that a newspaper can inter- 
. Only lowa paper that has the Guaran- 
teed Star, 


KANSAS. 


Hutehinaon. News. Daily 1905,18.485. Oct. 
196, 4.500, E. Katz, itz, Special A gent, N. Y. 


Lawrenee. World, evening evening and weekly. Copies 
printed, 1905, daily, 8.5 78; weekly. 8,1 ve 


Pittsburg, Headlight, dy. and wy. 
average for 1905, daily 5,230, weekly .2t8." 
KENTUCKY. 


Lexington. Leader. Ar.’05., evg. 4.694. Sun. 
6.168; Oct. '06, 5,216. Sy. 8 Sy. 8.866. E. Katz,8. A. 

Marion, Crittenden len Record, weekly. Actual 
average for year en Riaees October, 1905, 1,832. 


Owensboro. Dai ily Inquirer. Larger circ. than 
any Owensboro ly o charge unless true. 
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LOUISIANA. 


New Orleans. item. official journal of the 
vity. Av. cir. Jan., 1906, 24.615: fur Feb., 1906, 
25.419; for March. ‘1906, 26. 069; for April, 1906, 
26,090. Av. cir. Jan. 1 to June 30, 1906, 25,196. 


MAINE, 

Augusta. Comfort,mo. W. H. Gannett, pub. 
Actual average for 195, 1.269.578. 

Augusta. Kennebec Journal. dy. and wy. 
Average daily, 1905, 6.986. weekly, 2.090. 

Bangor. Commercial. 
9.458. weecly 29.117. 

Dover. Pisesmeente Ubserver. 
average 1905, 2.019 

Lewiston. Evening Journ: Journal, daily. 
1905, 7.598 (©@). weekly 17.448 oO). 


Madison, Bulletin, wy. Cir. 1905, 1.484; 
exceeding 1.600, Only paper published in pros 
perous manufacturing and farming section, 


Average Jor 1905, datlg 
Actual weeely 


Aver. for 





hg MaineWoods ana Woodsman weekly, 
. W. Brackett Co. Average for 1905, 3.077%. 


Portland. Evening Expres Express. Average for 1906, 
daily 12.005. Sunday Telegram, 8,423, 


MARYLAND. 


Annapolis. U. 8. Naval Institute, Proceedin: 
of;q.; copies printed av.ur. end’g Sept. 1905,1,687, 


Baltimore. American, dy. Av. first 6 mo. 1906, 
Sun., 85,142; d’y, 67.714. No return privilege, 


Baltimore. News, daily. Evening News Pub- 
lishing ‘ames * Average 15, 60.673. For 
‘ovember, 1906, 72.78%. 
absol correctness of the 
latest circulation rating accorded 
the NEWS ts guaranteed by the 
lishers of Rowell's American 
Newspaper Directory. who will 
pay one hundred doi a to the 
jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boston. Christian Fndeavor World. A leading 
religious weekly. Actual arerage 1905, 99,491, 


Boston. Evening Transcript (©). Boston’s 
tea table paper. Largest amount of week aay adv. 


oaton. Globe. Average 1905. darly, 192.584, 
ania 299.648. “Largest Circulation Daily 
t paper tn the United” States. 
100.000 more circulation than any other Sunday 

paper tn New England.” dvertisements go in 
morning and afternoon editions for one price. 
&2 The absolute correctness 0 f the Jatest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who wilt 
pay one hundred dollars to 
the first person who successfully cone 
troverts its accuracy. 


Boston. Post. Average for Sept., 1906, Boston 
Daily Post, 240.198; Boston Sunday Post, 
214.618. Daily gain over Sept., 1905, 4.5053 
Sunday ¥ over Sept,, 1905. 24.548. Flat 
rates, r. 0. daily. 20 cents; Sunday, 18 cents. 
The Great Tpreakfust Table Paper of New g- 


and. 





Lynn, Evening News. se average for year 
ending August 3:, 1906, 27.164. 

Springfield, Current ies Alone guar- 
antees results. Get proposition. Over 50,000° 

Springfield. Goou Housekeeping,mo  Aver- 
age 196, 209.587. No issue than 225.000, 
All advertisements guaranteed. 

Woreester. (’Opinion epee. daily (© ©). 
Paid average for 1905. 4.2 


MICHIGAN. 


Adrian. Telegram Dy. av. last three months 
1905,5.171. Payne & Youngs, Specials. 
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Jackson, Morning Patriot. Arerige 
November, 1906. 6,882 net paid; Sunday, 
Z.das net paid; weekly (April). 2.813. 
Circulation verified by Am. Adv Ass’n. 


Saginaw. Courier-Heraid, daily, Sunday. 
Averuye 1905. 12.394: Nov., 1906, 14,7538. 


Saginaw. Evening News. S- Average for 
9905, 16.710; Nov , 1906, 20.70. 


Secstaiie Semi- _ Herald. Actual 
average for 1905,1,275. 


MINNESOTA. 


Minneapoils. farmers’ Tribune. twice a-week. 
W.J. Murphy, pun. Aver. for 1905, 46.428. 


Minneupoilia. Farm, Stock and Home, semi- 
monthly. Actual averuge 1905, $7,187; aver- 
age for 1906, 100,266. 

The absolute accuracy of Farm, 
Stocic & Home's circulation rating 
is guaranteed by the American 
Newepaper Directe . Circulation is 
practically confined to the farmers 
of Minnesota. the Dakotas. Western 
Wisconsin and Northern lowa. Use 
it to reach section most prontably. 





Minneapolis. Journal. Daily and Sunday. 
= 1905 nercgyn not daily circulation 67.388. Datly 
reulation for Nov 
pects sty A sen a TE ag Nor., }906, F2.272. 
T lute accuracy vf the 


e 

Journal's circulation rati ts 
guaranteed by the American News- 
GSA paper Directory. It reaches a 
greater number of the purchasing 
re to classes and gues into more homes 
than any paper in its field. It 

brings results. 


Minneapolia. Svenska Amerikanska Posten. 
Swan J. Turnblad. pun. 1905 1905,51.512. 


OIROCULAT’N Minneupolia Tribune. W. 


J. Murphy, pub. Est. i867. Old- 
est Minveapolis daiiy. The Sun- 
day Tribune cverage per issue 
Jor the month of Norember, 
1906, was 79.224. The daily 
Tribune average per issue for 


aoe — the month of November, 1906, 
tory. 


was 103,559. 


&t. Paul, A. 0. U. W. Guide. Averaye weekly 
circulation for 1905, 22.542. 


St. Paul. PioneerPress. Net average circula- 
fon Sor January—Daily $5,802, Sunday 82.- 
87. 


The absolute accuracy of the 
Pioneer Press circulation state- 
A ee is guar — rd the po ri- 
U can Newspaper Directory. inety 
G 8 per cent of the money due for sub- 
TEED scriptions is collected showing that 
subscribers take the paper because 
they want it, All matters pertain- 
fng to circulation are open to investigation. 


Winona. Republican- Herald, oldest, largest 
and best ne per in Minnesota outside the 
Twin Citiesand. uluth. R.O. P. rate 12c. per inch. 


MISSOURI. 

Joplin. Globe, ~~. average 1905, 18.894. 
Oct, ’06, 15,769. £. Katz. Special Agent, N. Y. 

Kansas City. Journal. Cire’n, 275.000; 
205.000 Weerly—display and ciassified, 40 
cents a line, flat; 70,006 Daily and Sunday—dis- 
play, 1c.; classified, Combination Weekly 
and Sunday—display, Be. Literature on request. 


Kaneas City, Western Monthly. Reaches prac- 
tically all mail-order and general advertisers 


&t. Jonenn, News and Press. Circulation 
1906,35.158. Sinith & Thompson, Lust. Rers. 


St. Louis. Courier of Medicine, monthly. 
Actual average for 1905, 9,925. 


St. Louis, Interstate Grocer has three times 
more circulation than three other Missouri gro- 
cery paperscombined. Never less than 5.000, 


&t. Louis. National Druggist.mo. Henry k. 
Strong, Editor ana Publisher. Average for 1905, 
8.041 (© ©). astern office, 59 Maiden Lane. 


&t. Louia. National Farmer and Stock Grower, 
monthly. Average for 1906, 104,200, 
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MONTANA. 
Missoula. Missoulian, every morning. Aver- 
«ge siz mouths ending June 30, 1906, daily 4,883, 
Sunday 6,400. , 
NEBRASKA. 


Lincoln, Let oo Farmer. weekly 
Average 1905, 147.¢ 


Lineoin. Freie — weekly. Actual average 
for 1905, 150.734. Pe 
Lincoln, Journal and News. Daily average 
1905, 27,092 
Omaha, Farm Magazine, monthly. Average 
circulation year ending January, 1906, 40,714, 
NEW HAMPSHIRE. 


Nuashun, Telegraph. The only daily in city 
Daily average year Pp omes July, 1906, 4,858. 
NEW JERSEY 
Camden, pea Courier. Actu:rl ae Sor 
year ending December 31, 1905 31, 1905, 8.728 (2). 
Elizabeth, Journal. Av. 1904. 5.522; 1905, 
6.515; 18t6 mos. 1906. 7.176; June, 7,872. 
Jersey City. Evening Journal. Average for 
1905, 22.546. First six months 1906, 28,085. 
Newark. Evening News. | News. Evening News Pub. 
Co. Average for 1905. 60. 05. 60.102; Nov., 66,487, 
Plainfield, Daily Press. A Average 1995, 2,874. 
first7 months. 1906,2,968. It’sthe leading paper. 
aa maton. Tianes. Average. 1904, 14,774; 1905, 
6,458; April, 18,525. Only evening paper. 
NEW YORK. 
Albany. Evening Journal. Daily average for 
1905, 16.812. Ivsthe he leading paper. 
Buffalo. Courier, morn, Av.1905, Sunday $6,- 
TTA; daily 48. os; Enquirer, even.. 31.027. 
Peta wee ih Daily average 1904, 
8.457: 1905 94.6 
Catakill, Recorder. 1905 average. 3.811; July 
1906,8.940, Best adv. medium in Hudson Valley, 


Corning. Leader, evening. Average. 1904, 
G.2B8: 195 G.595. Ist. 6 mos. 1906, 6,485. 

Glens Falls. Times. Est. 1878. Se 
Average year ending March 31, 1906, 2,508. 

Granville. Sentinel, weekly. poe average 
Jor 1905, S270. 

LeRoy. Gazette, est. 1826. Av. 1905, 2,287. 
Largest wy.cir. Genesee. Orleans, Niagara Co.’s. 

Mount Vernon. Argus, evening. Actual daily 
average 9 months ending October 7, 1906. 8.896. 

Newburgh. News, daily. Ar. '05,5.16@0. 3.000 
more than all other Newburgh papers combined, 


New York City. 


Army & Navy Journal. Est. 1863. Actual weeicly 
average for first 7 months. 196. 9.626 (OO). 





Automobile, eye Average for year ending 
July 26, 1906, 14,6 5 (%). 


Raker’s Review monthly. W.K. Gregory Co., 
publishers. «actual arerage for 1905, 5.008. 


Benziger’s Magazine, family monthly. Ben 
ziger Brothers. Arerage for 1905,44.166, pres- 
ent circulation, 50,000. 


Chipper, weekly (Theatrical). Frank Queen 
Pup. Co., Ltd. Aver. for 1906, 26.228 (© ©). 


Jewish Morning Journal. Average for 1905, 
54,668. Only Jewish morning daily. 


Music Trade kevi-w. music trade and art week- 
ly. Average Jor 1905, 5.841. 


Printers’ Ink, a journal for Siusntions, = 
lished every Wednesday. Esta) d 1888. Act- 
ual weekly average for 1903, 1 Spel. netonl 
weekly average for 1904, 14,918. ° Actual weelcly 
average for 195,15,.090 copies; 196, 11.703. 


The People’s Home Journal. 544.541 monthly. 
Good Literature, 444.667 monthly, average ctr- 
culations for 195—all to paid-in-adrance sud- 
seribers. F. M. Lupton. pubiisher. 

The Tea and Coffee Trade Journal. Average 
circulation for vear ending Sept., 196, 6.481; 
September. 7906. issue. 6. 998. 
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Theatre Magazine,monthly. Drama and music. 
Actual average for 1905, 53, 088. 

The World. Actual arer. For 1905, Morn.. 205.+ 
490, Erening, 871.706. Sunday, “411. O74. 

Rochester, Case and Comment, mo., Law. 
Av. for year 1905,80.000. Guaranteed 20,000. 

Seneneetady, Gazette. daily. A. N. Liecty. 
Actual averave for 1904, 12.574; 195, 15.058. 








Syracuse, Post-Standard. Dy. cir. last 3 mos. 
80.30 copies. The home newspaper of SyreOuse 
and the vest medium for legitimate advertisers. 


Utiea. National eo Contractor, mo. 
Average for 1905, 2.645 > 





Utlea. Press. daily. Otto a. Meyer. publisher. 
Average for 195. 14.83%. 


NORTH CAROLINA. 


Coneord. Twice a-Week Times. Actual aver- 
age for 1905, 2,262. 


Raleigh. Biblical Recorder, weekly. Av. 1903, 
8,872. Av. 194. 9.756. Ar. for 15. 10,206, 


Raleigh. Times. North Carolina's foremost 
afternoon paper. Actual daily average Jan. tat 
to Oct. ist, 1906, 6,551; weekly, 5,200. 


Raleigh. News and Observer, N. C.’s great- 
est daily. Sworn average 1905, "10.202, more 
than double that of any other Raleigh daily, 4% 
greater than that of any other daily in the Stute. 


Winston-Salem leads all N.C. towns in manu- 
facturing ‘he Twin-City Daily Sentinel leads all 
Winston-Salem papers in circulation and advy. 


NORTH DAKOTA. 
Grand Forks. Herald. O:re'n Ang. 1906, 
8,019. North Dakota’s Bigrest Daily. LaCoste 
& Maxwell, 140 Nassau St., N. Y. Representatives. 


Grand Forka. Normanden. Av. yr. 05, 7,201. 
Aver, for Jan., Feb., Mar. and Apr., 1906, 7,795. 


OHIO. 
Ashtabula. Amerikan Sanomat. 
Actual average for 1905. 10.766, 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1905, 77.899 (): Sunday, 74.960 
(3); Nov., 196, 78,662 daily; Sun., $7,216, 


Coshocton, Age, Duily ar. ist 6 mos. ’06,2.101; 
in city 10.000; factory pay-rolis $150,000 monthly 


Dayton. Laborers’ Journal, mo. Circulates 
generally in U.S. and Canada; be. agate line, fiat 
rate. v. for 196,12.816 copies Sole exclu- 
sively Union Laborers’ paper published. 


Finnish. 


Dayton,The Watchword. Illus. Young People’s 
Paper. Ar. 195, $9.519. 15c. per agate line, 

Springfield, Farm and Fireside, over 4% cen- 
tury leading Nat. agricult’l paper. Cir.415,000. 

Springfield. Womans Home Companion. 
June, 1906. 5 OR OMILONy ais es 115.000 above 
guarantee. Executive offices, N. rity. 








Youngstown. Vindicator. D'y ar, 05, 12.910: 
Sy. 10,178: LaCoste «¢ Maxwell. N.Y. & Chicago. 


Zaneaville. ‘times-Recorder. Ar.’05, 10.564. 
Guaranteed, Leads all others combined by 50%. 


OKLAHOMA. 
Oklahoma City. Tne Oklahoman. 1905 aver. 
11.161; Nov., 196,.16,287. E. Katz. Agent, N.Y. 


OREGON. 
Portland. Evening Telegram. Largest exclu- 
sive circulation of any newspaper in Oregon. 


Portland, Pacific Northwest, mo. 1905 average 
18,588. Leading farm paper in State, 


PENNSYLVANIA. 


Erte. Times, daily. aver. for 1905, 15.248, 
November, 1906, 17.586. E. Katz. Sp. Ag., N.Y 


Harrisburg. Telegraph. Sworn ar , Oct., 18.° 
926. Largest paid circulat’n in H’b’ 0, or no pay. 





Philadelphia, Confectioners’ Journal. mo. 
Av, 1904,5,.004: 1905, 5.470 (OO). 


Philadelphia. German Daily Gazette. ver. 
circulation, 1906,daily 51.50%: Sunday 44,465, 
sworn statement. Circulation books open. 


“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.” 


NET PAID AVERAGE FOR NOVEMBER, 


228,6 | 5 copies a day 


THE BULLETIN’s circulation ficures are net; all 
damaged, unsold, free and returned copies have 
been omitted. 

WILuiaM L. MCLEAN, Publisber. 

Philadeiphia. Farm Journal, 
moontaly. Wilmer Atkinson Com- 
pany, publishers. Average for 
1905, 563.266. Printers’ Inc QA 
awarded the seventh Sugar Bowl AN 
to Farm Journal for the reason TEED 
that*‘that paper. among ail those 
“published in the United States, 

“has oern pronounced the one 

“tnat best serves its purpose as 

“an educator and counseior 

“ror the agricultural popula- 

“tion, and asan effective and 

“economical medium yor com- 

“municating witn them 

“through tts advertising coumns.”” “Unlike any 
other paper. 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 

UA paper. Besides the Guarantee 

G i Star, it hasthe Gold Marks and is 
AN on the Roll of Honor—the three 
Mw4a%) most desirable distinctions for 
any newspaper. Sworn daily av- 

erage for first six months 1906, 

103,419; Sunday average, 148,949, 


Philadelphia. The Merchants’ Guide, pub- 
lished weekly, “The paper that gets results.” 


Philadelphia, West Phila. Bulletin, weekly. 
Circulation 5.000. James L. Waidin ,publisher. 


Pittsburg, The United Presbyterian. Weekly 
circulation 1905, 21.360. 








w ont _Cheater. Local News, 
.H.H 


daily. odgson. areragefor 
1905, 15741 =. In tts 34th year. 
Independent. 


Has Chester Count 

and vicinity for tts field Devoted 

to news, hence is a home 

paper. Chester County is second 

tn the State n agricultural wealth. 

Williamaport, Grit. America’s Greatest 
Weekly Average 1905, 226.718. Smith é Thomp- 

son, keps., New Yori ‘and Chicago. 


York. Dispatch and Daily. Acer ‘or 6 
months ending April, 1906, 16.280 - 


RHODE ISLAND. 


Pawtueket. Evening Times. Aver. ctreulation 





Sour months ending Apr: l 30, v6, 17.502 (sworn). 
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Provide Journal, 17.628 < ). 
Sunday, 20.888 OO). Evening Bulletin&87. 788 
averaye ‘95. Providence Journai Co.. pubs. 


Providence, Real Estate Register; finance, 
b’ld g, etc.; 2,528; sub’s pay 24¢ of total city tax. 

Weateriy. Sun. Geo. H. Utter, pub. Aver. Hee 
4.467. Largest circulation in Southern R. 1 


SOUTH CAROLINA. 


Oharieaton. “vening Post. Actual dy. aver- 
age for 1905,4.308. August, 1906. 4.658, 


Columbia, State, Actual aver- 
age for 1905, daily 9.587 copies; 
semi-weekly, 2,625; Sunday, 1905, 
11.072, Actual average first eight 
months 1906, daily 11,005 (OO) 
Sunday 11.978 (QO). 


TENNESSEE. 


Knoxville Journal ont 5 Trib- 
une. Daily average year ending 
December 31, 1905. a O18, Weekly 
Atala average 190, 14,518 
of only three papers in 
TEED the South, and only paper in 
Tennessee awarded the Guarantee 
Star. The leader mm news, circula- 
tion, influence and adr ertising patronage. 


Knoxville. Sentinel. Carries more advertis- 
ing in six days than any other Tennessee news- 
paper in seven. Write us. 

Memphis. Commercial Appeal, daily, Sunday, 
weekly Average :#5, daily $8,915. Sunday 
55.887. weerly, 80.535. Smith & Thompsvn, 
Representatives N. Y. & Chicago. 

Memphis, Times, Sunday Circulatior year 
ending February, 1906, 2.110. 


Nashville, Banner, daily. Aver. for year 1905, 
8,772; Sor 1904, 20.708; for 1905, 80,227. 


TEXAS. 


Beaumont, Texas, Enterprise. Average / 
5,487; present output over T 10,000 paca th vee 

El Paso. Herald. ~ “Nov. 06, pag oh Mer- 
chants’ canvass show HERALD in 80¢‘of El 
Paso homes, J.P. =. agt., N.Y. 


VERMONT. 


Barre. Times, daily. F. E. Langley. -- ‘ope: 
8.527, for last six mouths, 1906, 4,068. 








Burlington. Free Press. Daily av. ’05, 6.558, 
Sor Sept. 8.446. 3. Largest city and State circula- 
tion. by of American 
aewtisare. 

nue Argus. Actual daily average 


Rutland. Herald. Average 1904, 3,527. Av- 
erage 1905, 4,286. 


St. Albans. Messenger, daily. Actual average 
Sor 1905,8,051. Jan., 1906 to Sept., 1906, 8,818. 


VIRGINIA. 


Danville, The Bee. Av. 1905. 2.846. November, 
1906, 2,471. Largest cir’n. Only eve’g paper. 


Richmond, News Leader. Sworn dy. av. 1905, 
29,543. Largest in Virginias and Carolinas. 


WASHINGTON. 
Seattle, Post- Intelligencer (¢ (QO). 
Average for Nov., 1906, 

da "Sa. 
over we: 4 ee Only m’n’g 
rin guaranteed 
re o Ra id Mark pth, in Wasb- 
i n. PAID, of superior 
value and greatest BUYING POWER. 
Taeoma, Ledger. erage first six months 
1906, daily. 3 — Sunday 2 21,111; wy. 9.642. 
Tacoma. ~ Average Sret four months 
1906, 16,212; canals, 17,687. 








WEST VIRGINIA. 


Parkersburg. Sentinel. daily. R. E. Hornor, 
pub. Average for 1905, 2.442, 


Ronceverte, W. Va. News, wy. Wm. B. Blake 
& Son, pubs. Average first 7 ba 1908, 2,152. 
WISCONSIN. 


Janesville. Gazette. d’lyand s.-w’y. Cire’n— 
average 1905, daily 8,149; semi-weekly 8,059, 


Madison, State Journal, dy. Circulation aver- 
age 1905,8,482. Onlyasternoon paper. 


Milwaukee. Evening Wisconsin, d’y. Av. 1905, 
26.648; November, 1906, 29.805 (@@). 


Milwaukee. The Journal,ev’g- 
Average o. ty a hy Novw., 196. 
45.468. on daily circu- 
lation o, The waukee Journal 
1s double that ne other even- 
ing and more than the paid 
circulation of any “iltodukes 
Sunday newspaper. 


Oshkosh, Northwestern. daliy. Average for 
1905, 7.658. One year to Aw to Aug. 1,1906, 7.904. 


T" WISCONSIN 
Agricotrorist 


Racine. Wis.. Eat. 1877. mz 
Actual arer. for 1905, 41.74! 
(Atala First five months, 1996. iets. 
A Has a larger circulation in Wis. 
TEED consin than any other paper. Adv- 
$2.80 an inch. N. Y. Office, Temple 
Court. W. C. Richarason, Mgr. 


Sheboygan, Daily Journal. Average 1905, 
1,610. Only paper with telegraphic service. 


WYOMING. 


Cheyenne. Tribune. Actual daily average net 
for 1905, 4,511; first six months, 1906, 5,079. 


BRITISH COLUMBIA. 


Vaneouver. Province. daily, Arerage for 
1905, 8,687: Nor.. 1906,10.959. H. DeClerque, 
U.S. Repr., Chicago and New York. 


Vietoria. Colonist, daily. Colonist P.& P. 
Co. Aver, for 1904. 4.856 (3); for 1905, 4,808. 
U.S, Rep., H. C. Fisher, New York. 


MANITOBA. CAN. 


Winnipeg, Telegram. Daily | October, 
21,869. Weekly average, 16,500, Fiat rate. 


ont ie. Free Press, daily and weekly. Av- 
rage for 1w5. daily, se. 048: datly Nov., 1906, 
sox 022; wy. av. for mo. of Nov., 22,900. 


Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Weekly. Reaches 
al! the German-speaking population of 200,000— 
its exclusive field. Av Io ‘or the year end. June, 
1906, 15,173 aver, last six months, 15,898. 


NOVA SCOTIA, CAN. 
Halifax, Herald (© ©) and Evening Mail. 
Circulation, 1905, 15,558. Flat rate. 
ONTARIO, CAN. 


Teronto. Canadian Implement and Vebicle 
Trade, monthiy. Average for 15, 6,088. 








Toronto, The News. Sworn average daily 
circulation for six months ending June 30. 1906, 
88.408. Advertising rate 6c. per inch. Flat. 


QUEBEC, CAN. 


Montreal. La Presse. La Presse Pub. Co 
Lta., publishers. Actual average 1904, daily 
80,259 ; 1905, 96,771; weekly, 48,207. 


Montreal. Star.dy.&wy. Graham &Co. Av. 
Sor 1904. dy. 56.795, wy. 125,240, Av. for 1905 
dy. 58.125; wy. 126,807, 
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lo ©) GOLD MARK PAPERS@0) 





Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 


per Directory, one hundred and 
marks (@ ©). 


fourteen are distinguished from all the others by the so-called gold 





WASHINGTON, D. Cc. 
THE EVENING AND SUNDAY STAR (@©@). 
Reaches 90¢ of the Washington homes. 


GEORGIA. 
ATLANTA CONSTITUTION. Aver. 1905, Datly 
88,590 (OO), Sunday 44,731, Wy,’04, 107.925. 
AUGUSTA CHRONICLE (Q©). Only morning 
paper; 1905 average 6,043, 


ILLINOIS. 
GRAIN DEALERS’ JOURNAL (OO), Chicago, 
prints more cias’fi’d ads than all others inits line. 
THE INLAND PRINTER, Chicago. 70 ©). Act- 
ual average circulation for 1905, 1 


BARUAS BELFER O. ©). ¢ MONRO, ile “Gold 
Mark” baking journal Oldest, largest. best 
known. Subscribers in every Beate’ ‘and Territory. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 


KENTUCRY. 
LOUISVILLE COURIER - SOURB AL (© ©). 
Best paper in city ; read by best peopl 


MASSACHUSETTS. 
Boaton. Am. Wool and Cotton Reporter. Rec- 
ized o of the cotton and woolen indus- 
tries of America (QO). 


BOSTON EVENING TRANSCRIPT (@©). estab- 
lished 1830. The only gold tnark daiiy in Boston. 


TEXTILE WORLD RECORD (©©), Boston. 
Nearly 200 of its 400 advertisers use no other 
textile journal. It covers the field. 

WORCESTER L’OPINION PUBLIQUE (© ©) ts 
the leading French daily of New England. 


MINNESOTA. 


NORTHWESTERN MILLER 


(©O©) Minneapolis, Minn ; $3 per year. Covers 
milling and flour trade all over the world. The 
only “Gold Mark” milling journal! (OO). 


NEW YORE. 
BROOKLYN EAGLE (@O) is THE advertising 
medium of Brooklyn. 
NEW YORK TIMES (©@). (OO). cangen 3 beh class 
circulation. Daily city sales over 100.000. 


THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertasing medium tn this section. 


ENGINEERING NEWS (@©).—The leading 


American authority —Tr —Tr ibune, Scranton. Pa. 


ARMY AND NAVY JOURNAL (OO). First in 
its class in circulation, influence and prestige. 


VOGUE (©O) holds first place in feminine in- 
terestand leading place in tl in the advertising fieid. 

ELECTRICA!. REVIEW NEW (© ©) covers the field. 
Read und studied by thousands. Oldest, ablest 
electrical weekly. 


HARDWARE DEALERS’ MAGAZINE. 
In 1905, average issue, 19,020 ( 
D.T. MALLETT, Pub..259 Broadway, N. Y. 


STREET RAILWAY JOURN«:: (00). The 
standard authority the world ove: on street and 
interurban railroading. Average weekly circu- 
lation during 1905 was 8,160 copies. 


NEW YORK HERALD (QO). Woever men- 
tions America’s leading newsnapers mentions 
the New York HERALD first. 











CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. These people read the 
CENTURY MAGAZINE. 


NEW YORK es (© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date ~~ A, whose readers repre- 
sent inteilect and purchasing power toa hbigh- 
grade advertiser 


ELECTRICAL WORLD (@@). Established 1874. 

e great international weekly. Circulation 
audited, verified and certified by the Association 
of American Advertisers, Average weekly cir- 
culation first six months of 1906 was 18,865. 


Olle. 


CINCINNATI ENQUIRER (©©). Great—influ- 
ential—of world-wide fame. Best advertising 
medium in prosperous Middle West. Rates and 
information supplied by Beckwith, N.Y.-Chicago, 


PENNSYLVANIA. 
CARRIAGE MONTHLY (© ©), Phila. Technical 
journal; 40 years; leading vehicle magazine. 


THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. it is on the Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper Sworn daily average first six months 
1906, 103,419; Sunday averag average 1906, 148,949. 


THE PITTSBURG 
ee DISPATCH ‘oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fieid. Only two-cent 
morning paper assuring a prestige most 
protitabie to advertisers. rgest home 
delivered cirewation in Greater Pittsburg. 

















RHVDE ISLAND. 
PROVIDENCE JOURNAL (@©),a conservative 
enterprising newspaper without a single rival. 





SOUTH CAROLINA. 


THE STATE (QO), Columbia, 8.~. Highest 
quality, largest circulation in South ( Sepolina. 





TENNESSEE. 


THE TRADESMAN (@©) Chattanooga, Tennes- 
see semi-monthly. ‘lhe South’s authoritative 
industrial trade journal. 


VIRGINIA. 


THE NORFOLK LANDMARK (©©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 


THE POST INTELLIGENCER (90). 
morning paper in Seattle. Oldest in 
paper read and respected by all —— 


oI 


WISCUNSIN. 

THE MILWAUKEE EVENING WISCONSIN 
(OO). the only gold mark daily in Wisconsin. 
Leas than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 





CANADA. 


THE HALIFAX AFRAID (© ©) and the EVEN- 
NG MAIL, Circulation 15.558, flat rate. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is 2 Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading are only desired from 
papers of the requisite grade and class. 





CULORADO, 
HE Denver Post, Sunday edition. December 
23, 1906, contained 3,943 different;classifieu ads, 
@ total of 87 7-10 columns. The Post is the 
Want medium of the Rocky Mountain region. 
The rate for Want advertising in the Post is 5c. 
per line eacb insertion, seven words tothe line. 


CONNECTICOT. 
N ERLDEN. Conn.. MORNING RECORD; old es- 
4 tablished family newspaper; covers field 
$0,000 high-class pop.; leading Want Ad paper. 
Classifiea rate, cent a word; 7 times,5 centsa 
word. Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 
1 is BvENIES and Sunpbay Star. Washington, 
). carries DOUBLE the number of 
Want ped, ot any other paper. Rate lc. a word. 


GEORGIA, 


LASSIFIED advertisements in the PREss, of 

vannah, Ga., cost one cent a word—three 

Insertions for price of two—six insertions for 
price of three. 


ILLINOIS. 
NHE DAILY NEWS is Chicago’s “Want ad” 
Directory. 
HE Champaign News is the leading Want ad 
medium of Central Eastern Lilinois. 


flict TRIBUNE publishes more classified ac- 
vertising than any other Chicago newspaper. 





INDIAN 
HE Indianapolis NEws ee the year 1905 
printed 96.982 more classified advertise- 
ments than all other caries ot Indianapolis 
combined. printing a total of 296.941 separate 
paid Want ads during that ine. 


Advertising GAINED by the Lyoran- 
APOLIS STAR during the last six and a half 
months A record breaker in Newspaperdom. 
Possible because the STAR exceeds any paper in 
Indiana by over 13,000 circulation, and is read by 
more than 400,000 peopie daily. Rates, 6c. per line. 
f peciicates HAUTE TRIBUNE. Goes into 82 per 

cent of the homes of Terre Haute. 


INDIAN TERRITORY. 
RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


912% COLUMNS— 232,635 LINES—of Want 


IOWA. 
HE Des Moines REGISTER AND LEADER; onl 
morning paper; carries more ‘“‘want” ad- 
vertising than any other lowa newspaper. One 
cent a Wo! 


oo Des Moines CaPITaL guarantees the lar- 

gest city and the largest total circulation 
in lowa. The Want columns give splendid re- 
turns always. The rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


KANSAS. 
PPEAL TO REASON, Girard, Kan.; over 
A 300,000 weekly guaranteed; 10 cents a word. 





Tae Topeka eae during past ten months 

22, paid *“ Wants,”’ 10,637 more than 
all other Topeka —— | papers combined : 5e. line. 
Only Sunday paper. _ Largest circulation. 


MAL AINE. 
dings EVENING EXPRESS carries more Want ads 
than all other Portiand dailies comoined. 


MARYLAND. 
flag Baltimore News carries more Want Ads 
than any other Baitimore daily. It is the 
recognized Want Ad medium ot Baltimore 


MASSACHUSETTS, 
HE Boston EVENING TRANSCRIPT is the lead- 
ing educational medium in New England. 
It prints more advertisements of schools and in- 
structors than all other Boston dailies combined. 


30 WORDS, 5 days, for 25 cents, 

DaILy ENTERPRISE, Brock- 

GUAR ton, Mass., carries solid page 

tee Want ads. Circulation exceeds 
10,000. Try this paper. 


ue BOSTON GLOBE. daily and Sunday, for 

the first six months of 1906, printed a total 
of 224.269 classified ads. There were no trades, 
deals or discounts. There was a gain of 6,804 
over the first six months of 1905, and was 96.385 
more than any other Boston paper carried for 
first six months of 1906 


MINNESUTA, 
HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapulis, 


‘HE Minneapolis Daily and Sunday JouRNAL 

carries more classitied advertising than any 
other Minneapolis newspa No free Wants 
and no Clairvoyant nor onjectionats »le medical 
advertisements printed. Classified Wants printed 
in November, 131,726 lines. Individual advertise- 
ments, 20,287. 


9 

OIRO'LATIN ¢ HE MINNEAPOLIS TRIBUNE is 
the oldest Minneapolis daily 
oe sage 100,000 po aah 
t publishes over 80 columns 0! 
ovo Want advertisements every week 
TEED at ful’ price (average of two 
pages a day); no free ads; price 
covers both morniug and even- 
by Am. Newa- ing issues. Rate, 10 cents per 

paper Di’tory line, Daily or Sunday. 


MISSOTKI. 
HE Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it ggives resuits. One centa 
word. Minimum. lic. 


MONTANA. 


*HE Anaconda STANDARD is Montana’s great 
“ Want-Ad ”’.medium ; ic.a word. Average 
circulation (1905), 11,144 ; Sundays, 13.888 





NEBRASKA. 
INCOLN JOURNAL AND NEWS. Daily aver- 
age 1905, 27,092, guaranteed. Cent a word. 


NEW JERSEY. 
Jt NEWARK EVENING NEws is the recognized 
Want-ad Medium of New Jersey. 


JEWARK, N. J, FREIE ZEITUNG (Daily and 
a Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 


NEW YORE. 
"I, H#® EAGLE has no rivals in Brooklyn’s 
classified business. 


'}\HE Post-EXxPREss is the best afternoon Want 
ad-mevium in Kochester 





LBANY EVENING JOURNAL, Fastern N. Y.’s 
best paper fur Wants and classified ads. 


AILY ARGUS. Mount Vernon, N. Y. Great- 
est Want ad medium im Westchester County. 
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N EWBUKGH DAILY NEWS. recognized leader 
4‘ in prosperous Hudson Valley. Circulation, 


6,000. 

Tag et ok NEWS with over 95,000 circulation, 
isthe only Want Medium in Buffalo and the 

strongest Want Medium in the State, outside of 

New York City. 


HE Times-Union, of Albany, New York. Bet- 
ter medium for wants and otber classitied 
matter than any other paper in Albany, and 
uarantees a circulation greater than all other 
jaily papers in that city. 


gosenreee INK, published weekly, The rec- 
ognized and leaaing \\ant‘ad medium for 
want ad mediums. mail order articles, auvertis 
ing noveities, printing. typewritten circulars, 
rubver stamps, office devices. adwriting. hal 

tone masking, and aap anything whicn 
interests and appeais to advertisers and busi- 


ness men. Classified aavertisements. 20 cents 
a line per tissue flat : six words toa line, Sample 
copies. ten cents. 

\ TATERTOWN DarLy STANDARD. Guaran- 


teed daily average 1906, 7,000. Cent aword. 


OHO. 
7 OUNGSTOWN VinpicaTor—Leading “Want 
medium, le. per wora. Largest circulation. 


OKLAHOMA. 
HE OKLAHOMAN, Okla. City, 16.287. Publishes 
more Wants than any four \kla.competitors. 


OREGON. 
ORTLAND JOUKNAL, Danly and Sun- 
day. leads in **Want ads.”’ as well as in 
circulation, in Portland and in Oregon. 
One cent a word. Proven circulation 
August, 1906, 25,352, 





PENNSYLVANIA. 
f(HE Chester, Pa.. 1IMES carries from two to 
five times more ciassifiea ads than any 
other paper. Greatest circulation. 





Why Don’t You Put it in 
The Philadelphia **Bulletin ?”’ 
Want Ads in THE BULLETIN bring 
prompt returns, because “in Philadelphia 
nearly everyt« dy reads THE BULLETIN.” 
Net paid average circulation for Nov., 1906: 


228,615 copies per day. 
(See Roll of Honor column.) } 


21,000 Germans 


visited The John Wanamaker Store in 
Philadelphia on their recent German 
Day Celebration. 

The 


CERMAN DAILY 

GAZETTE was the medium used. 

Daily circulation averages 51,508. 
“THERE’S A REASON.” 





RHODE ISLAND. 


HE EventnG RULLETIN—By far the largest cir- 
culation and the best Want medium in R. I. 





SOUTH CAROLINA. 
HE NEWS AND COURIER (©O), Charleston, 
§.C. Great Southern Want ad medium; Ic. 
a word; minimum rate 26c. 
fPHE Columbia StaTE (OO) carries 
more Want ads than any other 


South Carolina newspaper. 
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CANADA. 
\HE Dairy TELveRaPH, St. John, N. B., is the 
waut ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Easteru Canada. Want ads ove cent a wo 
Minimum charge 25 cents. 





A PRESSE. Montreai. Largest daily circula- 
tion in Cansca witnout exception. (Daily 
95,825. Saturdays 113,892—sworn to.) Carries more 
wantads than any French newspaper in the world 


‘ae Montreal DAILY STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FAMILY HERALD AND 
WEEKLY STAR carries more Want advertisements 
tban apy other weekly paper in Canada 


f bees Winnipeg FREE PRESS carries more 

“Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature tnan are contained inal) the other 
daily papers published in Western Canada 
combined. Moreover, the FREK PRESS carries a 
larger volume of general advertising than any 
other daily paper in the Dominion. 





+o) 

OF ANGOSTURA 
BITTERS. 

After twenty-five years of litigation 
the firm of Siegert & Son of Trinidad, 
West Indies, has established its right 
to the exclusive use of the name An- 
gostura Bitters. From a decision just 
handed down by the United States Cir- 
cuit Court of Appeals in New York 
it appears that the original Siegert be- 
gan the manufacture of the bitters now 
popularly known as Angostura Bitters 
more than sixty years ago in a small 
town in Venezuela, which was at that 
time called Angostura, but whose name 
was changed by an act of the Venezue- 
lan Congress to Ciudad Bolivar. 

The bitters derived their name from 
the old town of Angostura, and in his 
opinion Judge Waliace compares the 
case to that of the French Republic 
against the Saratoga Vichy people, in 
which the doctrine was clearly laid 
down that a geographical name might 
acquire a secondary significance as ap- 
plied to the product of some particular 
manufacturer or group of manufactur- 
ers, and in such cases the courts would 
grant protection to the name as a valid 
trade name. 

In the Angostura case the manufac- 
turers of the infringing article are in 
Saltimore, doing business under the 
name of C. W. Abbott & Co. The 
package used by them is declared to be 
fraudulent, and an injunction restrain- 
ing the use of the package, as well as 
the name Angostura Bitters, has been 
ordered. The Siegerts have also been 

s 
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granted an accounting to assess the 
amount of the damages.—Fourth 
Estate. 
o> 
PRINCE OF PRESS AGENTS. 
Lina Cavalieri is the only prima 
donna who ever came to New York 


who had a prince for a press agent. 
When the reporters call to see her they 
are always received by a young Italian 
of title who acts as interpreter for the 
prima donna and translates her Italian 
epeeches. This titled press agent did 
not accompany Mlle. Cavalieri to this 
country, but has resided for several 
winters in New York.—New York Sun. 
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‘ 

If You Are an Advertiser or Advertising Manager I can teach 
you how to plan profitable campaigns, avoid expensive errors 
and make advertising pay. 

If You Are an Advertising Solicitor I can teach you how fo 
analyze business propositions, prepare selling plans, and so pre- 
sent them as to get more business and largely increase your 
earnings. 

If You Are a Copy-Man or «‘Ad-School’’ Graduate I can qualify 
you to become ahigh-salaried advertising manager. 

If You Are a Salesman I[ can qualify you to 
become a successful advertising solicitor. 

If You Are a Business Man—retailer or manu- 
facturer—or expect to be one, I can teach you the 
modern method of business promotion through 
advertising. A knowledge of practical advertising 
is more essential to the business man of to-day 
and to-morrow thana knowledge of bookkeeping. 

If You Are a College Graduate and have found 
that your general education fits you for nothing 
in particular, I can qualify you for entrance and 
success in a profession to which college graduates 
are specially adapted, and which offers unlimited 
opportunities for marketing brains. 

The great unsatisfied, unsatisfiable demand in 
this big and broad profession is not for adwriters 
or copy men, but for sellers, planners and directors 
of advertising—for men trained to view advertis- 











ing, not from a literary or artistic standpoint, but as the com- 1 
mercial world’s most scientific, most potent selling force. 
I aim partially to supply this ever-increasing demand by ’ 
teaching the principles and practice of successful advertising jo 
men of brains. { 
This is not a get-rich-quick scheme, but a common-sense ( 





oo 
——— 


GEORGE FRANK LORD, Proprietor Lord School of P 
111 GERMAN SAVINGS BANK BUILDID 
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business proposition. I will supply instruction, information 
and advice worth thousands to men with the brains and push to 
use it, but you must furnish your own brains and push. With 
these and a common-school education you can become a success- 
ful advertising man or advertiser, whose earnings are not 
figured in dollars per week, but ¢housands per year. 
Most advertising men in the East know me. To others I will 
say that I was formerly advertising manager of International 
Correspondence Schools of Scranton, Pa., author 





of I. C. S. Course in Retail Advertising, and 
Principal of I. C. S. School of Advertising; and 
have been for some years proprietor of Lord 
Advertising Agency of New York. I have 
handled and developed some of the most success- 
ful big and little advertising campaigns. 

My Course in Practical Advertising is an epi- 
tome of valuable experience and scientific study. 
It is finely printed and illustrated at an expense 
of several thousand dollars—yet will cost you 
only about 1 per cent of its worth. 

I guarantee to each member of the School 
my personal attention, criticisms and advice, 
and will enroll only as many as I can attend to 
without interfering with the conduct and growth 
of my Agency. 

My booklet, ‘‘ Practical Advertising,” tells all 








com- 


d by 
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about the Course and the Consultation and Em- 
ployers’ Aid Departments. It is free for the asking. 

Write me personally (on your concern’s stationery, if con- 
venient). 

I won’t urge you to WRITE TO-DAY. If, after reading 
this ad, you are in xo hurry, better not write at all. Only ‘‘live 
ones” succeed in the advertising business. 








ool of Practical Advertising and Lord Advertising Agency, 
k BUILDING, UNION SQUARE, NEW YORK. 




















dhe Dene 


Re neni Mim cars aN 


Lanichlesaip ie BET he 


26 PRINTERS’ INK, 


Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLIS*ING 
COMPANY, Publishers. 


t@ Issued every Wednesday. Subscription 
price, two doliars a year, one dollar for six 
months. On receipt of five dollars four paid 
subscriptions, sent in at one time, will be put 
down tor one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollars a hundred. Being printed from stereo- 
type plates, it is always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollars a 
hundred. 


ADVERTISING RATES 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines tothe page ($49). 

For specified position selected by the adver- 
tisers, if granted, double price is demanded. 

Un time contracts the last copy is repeated 
when new copy faiis to come to hand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, May 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. F 

Two lines smailest advertisement taken. Six 
words make a line. ; So 

Everything appearing as reading matter is in- 
serted free. : 

All advertisements must be handed in one 
week in advance. 

OFFICE: NO. 10 SPRUCE ST. 
Telephone 4779 Beekman. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 








New York, Jan. 2, 1907. 








NeEvER let a good advertising 
idea get away from you simply 
because it doesn’t fit in with pres- 
ent plans. Make a note of it and 
file it away. If it is good it 
will keep, and sooner or later an 
opportunity for using it will 
occur, 








Is THERE any folly greater than 
that of the inexperienced adver- 
tiser who spends good money ex- 
perimenting with poor mediums, 
trying to discover for himself 
what any experienced advertising 
agent would tell him freely in five 
minutes’ conversation? 





THE value of the booklet con- 
sists in this, that for two cents 
you can place before a prospective 
customer matter that it would 
cost you two hundred dollars to 
print in a newspaper or magazine. 
Strive to construct your adver- 
tisement so that the reader will 
“send for booklet” and endeavor 
to so construct the booklet that 
after reading it he will send for 
the goods. 





WRITE convincingly, display at- 
tractively, select mediums intelli- 
gently, follow up inquiries tire- 
lessly, treat customers fairly. This 
is the Alpha and Omega of suc- 
cessful advertising, 





OTHER things being equal a 
salesman of good presence is pre- 
ferred to one whose personal ap- 
pearance is not prepossessing; but 
merely looking well will not sell 
goods. The same rules hold good 
with the printed advertisement. 
Make your display as attractive 
as possible, but don’t forget that 
it is what you say, not the typo- 
graphical dress of your announce- 
ment, that produces results, 





Besten’s A” observer of 
the Boston news- 

Advertising. paper situation 
during the past season must have 
been impressed with the prosper- 
ous condition of the advertising 
columns of the Globe. The Tran- 
script had a very successful year 
also, and the Post has more than 
held its own. The Herald’s ad- 
vertising shows an apparent in- 
crease which may be due, how- 
ever, to shortening the column 
measure. Hearst’s American is 
still looked upon as a curiosity 
by New Englanders. Its sales are 
large, but its influence small, as 
compared with the Journal's in- 
fluence in New York. In Boston 
Hearst seems to be unsuccessful 
in securing a large advertising 
following. The Journal, under 
Munsey, is doing well, apparently. 

For an advertiser, the situation 
has not changed materially. There 
is only one Transcript, and it 
must be employed to reach Bos- 
ton’s “tea-table.” In one issue 
before Christmas—not a_ special 
issue in any sense—the TJran- 
script’s advertising exceeded 150 
columns in length. 

The Globe and the Post are the 
other two mediums to be reck- 
oned with. The sales of each 
are large and the publisher of each 
believes in telling an advertiser 
what it is his right to know in 
regard to the number of copies 
printed. 
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Tue Des Moines Capital has 
chosen O'Mara & Ormsbee as its 
New York representatives. This 
firm of Special Agents has an 
excellent list of leading evening 
papers, made up of the New York 
Globe, Brooklyn Eagle, Minne- 
apolis Journal, Newark News and 
Des Moines Capital. 


THE popularity of bridge-whist 
is largely due to the fact that it 
restores an element of chance to 
a game that had become so scien- 
tific as to be uninteresting. Let us 
thank heaven that in spite of all 
the attempts to put advertising 
upon a scientific basis the game 
is still an interesting one. 





In order to take care of its 
increasing circulation and adver- 
tising patronage the Akron (Ohio) 


Times will install a new two- 
color sixteen-page Potter Per- 
fecting press this month. The 


progress made by the Times is 
largely due to the efforts of Ed- 


ward S. Harter, manager of the 
company. 

The Milwaukee Journal 

makes the assertion on 

ay its latest rate card that 

YEBD it has more paid circu- 


lation in Milwaukee 
than any two other dailies com- 
bined, morning or evening, and 
twice as much circulation as 
any other evening paper. In Mil- 
waukee the Journal is the only 
paper which has secured the Star 





Guarantee from Rowell’s Ameri- 
can Newspaper Directory. 
Honesty in Much attention 
: has been direct- 
Advertising. e4 in recent 
years, to the apparent fact that 


the monthly magazines carry an 
enormous amount of advertising, 
much of the more desirable por- 
tion of which is withheld from 
the columns of the daily papers. 
Mr. Munsey, the creator of the 
ten cent magazine, is said to be 
in the enjoyment of an income of 
a million dollars a year. Mr. 
John Adams Thayer who threw 
up a salaried position to buy a 
moderate interest in Everybody’s 
Magazine, sells out after a year 
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or two with a quarter of a million 
of velvet available for automo- 
biles and similar comforts. ‘Lhe 
magazines receive from five to 
twenty times as much as the daily 
papers demand for advertising 
space, and advertising in the 
magazines increases more rapidly 
than it does in the dailies. The 
reason for this state of affairs is 
mainly traceable to the fact that 
the magazines are careful about 
the sort of announcements that 
may be admitted to their adver- 
tising pages; while the daily pa- 
pers are less so. The best maga- 
zine will admit nothing that has 
in it indications of anything other 
than a square deal for those who 
respond to advertised proposals 
set forth in their pages, while 
the great majority of daily papers 
refrain from exercising such a 
censorship to anything like the 
same degree, the result being that 
the advertiser in the magazines 
finds his announcements always in 
good company; in company with 
those of others who, like himself, 
give what their announcements 
seem to offer; while in the daily 
paper he may be placed side by 
side with promises that cannot be 
made good and which are conse- 
quently much more alluring to the 
thoughtless and ignorant. The 
magazine manager considers and 
protects its readers. The mana- 
ger of the daily commonly pro- 
ceeds on the theory that if the 
advertisement is paid for it is en- 
titled to appear, and if the read- 
er is buncoed he will know better 
next time. If, by and by, some 
legislator shall secure congress- 
ional action for the adoption in 
advertising of something like the 
pure food law, now coming into 
force, for regulating grocers and 
druggists, the result will be not 
only beneficial to advertisers; but 
more so, eventually, to the news- 
papers themselves. Advertising 
to-day is in its infancy. A score 
of years later it will have de- 
veloped to a degree that is un- 
dreamed of now, and nothing will 
sO promote its rapid growth as 
the injection of truth into an- 
nouncements and the exclusion of 
impossible or deceptive proposi- 
tions. 
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Tue ~ Billboard’s Christmas 
number contained 148 pages, of 
which 81 pages were devoted to 
advertising. 


Copy is the title of a small 
business periodical published by 
Gridley Adams, at New Rochelle, 
N. Y., as a stimulant for the 
classified pages of the Cosmopol- 
itan. It deals with the use of 
magazine classified. 








Cuar_tes A. KIRTLAND, who re- 
cently sold the Wayland, N. Y., 
Register, has bought from F. H. 
Greenwood a controlling interest 
in the Journal, of Millbury, Mass. 
The negotiations were conducted 
by C. M. Palmer. 








Joun ArMoy Knox, founder of 
Texas Siftings and famous at one 
time as a paragraphist, died in 
New York December 18, of heart 
disease, aged fifty-six. Mr. Knox 
was an Irishman by birth, and 
came to this country as a boy 
in search of health. He settled in 
Texas and started Texas Siftings 
at Austin, seeking only local cir- 
culation. The paper’s wit soon 
made it a national journal. 








Mr. Rosert C. OGDEN, head of 
the Wanamaker business in New 
York, will address the Sphinx 
Club at its next dinner, to be held 
on Tuesday, January 8, at the 
Waldorf-Astoria, His subject 
will be “The Literature of Ad- 
vertising.” Mr, Ogden’s knowledge 
of advertising through his con- 
nection with the Wanamaker 
stores in Philadelphia and New 
York, renders him well qualified 
to talk upon the subject. 





In the article on “The Best 
Bank Ads in Texas,” published in 
Printers’ INK December 12, W. 
D. Sanders, cashier of the De- 
Kalb Exchange Bank, expressed 
his belief that that institution’s 
deposits would reach $175,000 this 
fall. Mr. Sanders submits a 
statement showing that they are 
now above $215,000, and says the 
bank has more accounts on its 
books than there are families in 
the territory surrounding DeKalb, 





Tue Call is doing things in 
San Francisco. The new mana- 
gement has now been in charge 
long enough to become familiar 
with the paper and the wants of 
its readers, and is furnishing the 
latter with the sort of paper they 
desire. 

THE resignation of Henry 
Drisler as joint advertising mana- 
ger of the Associated Sunday 
Magazines is announced, Captain 
Drisler has handled the publicity 
of this weekly since it was 
launched. He is succeeded by 
Villiam H. Field, who has been 
for the past seven years with 
Munsey’s advertising organiza- 
tion. 





IN a sixty-four page book from 
the National Druggist, St. Louis, 
Henry R. Strong, publisher of 
that journal, has analyzed the 
new pure food law as it relates 
to drugs. Mr. Strong has given 
much thought to this statute, and 
his commentary is exhaustive and 
clear, including the three deci- 
sions which have been given by 
the Agricultural Department since 
the law was passed. His work 
was undertaken as a result of 
many inquiries for interpretation 
of the law which the National 
Druggist received from manufac- 
turers, wholesalers and retailers. 








To OFFSET injury done by sen- 
sationalism, Chicago packers are 
spending increased advertising ap- 
propriations in magazines and 
newspapers. This work is to be 
amplified by a ‘National Packers’ 
Exposition” at the Coliseum, in 
Chicago, May 1 to 11, 1907. A 
company has been formed with 
offices in the Merchants’ Loan and 
Trust Building, Chicago, and the 
show will be duplicated at Madi- 
son Square Garden, New York, 
in September or October. Ex. 
hibits will not be confined to meat 
packers, but can be made by any 
concern in the food industry. The 
officers of the exposition company 
are: Charles F. Gunther, presi- 
dent; Ben Leven, vice- president ; 
Stewart Spalding, secretary and 
treasurer; James N. Sechrest, 
general manager, 
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THE magazine and newspaper 
advertising for Runkel Cocoa is 
placed by the Kaufman Advertis- 
ing Agency. 








THe New York Times intro- 
duced a fine feature when Con- 
gress opened by printing the 
President's message as a supple- 
ment, making a compact sheet the 
size of the Saturday book review. 
Later the illustrated canal mes- 
sage was published in the same 
form. 








James M. Hott, business mana- 
ger of the Morning Call, Pater- 
son, N. J., died in that city De- 
cember 20, after two weeks’ ill- 
ness, of pneumonia Mr. Holt was 
only forty-six, and came to this 
country from England when a 
boy, rising to his position from 
the mechanical department of the 
Paterson Guardian, 








Smoke, the new monthly maga- 
zine published by Charles C. 
Stoddard in the Astor Theater 
Building, New York, has an ar- 
rangement whereby, in addition 
to regular news-stand and_ sub- 
scription circulation, it will be 
distributed through the 2,000 Na- 
tional Cigar Stands in 1,000 cities 
throughout the country. 








THE capital stock of the Glid- 
den Varnish Co., Cleveland, mak- 
ers of Jap-a-Lac, has been in- 
creased from $200,000 to $1,000,- 
ooo. The funds will be used to 
extend the plant, taking care of 
rapidly increasing business, A new 
factory being erected three miles 
from the city is said to be the 
largest varnish plant in the world. 
The officers are: Francis H. Glid- 


den, president; F. A, Glidden, 
vice-president; F. K. Glidden, 
secretary. HH. G. Ashbrook, of 


this company, has announced that 
its advertising expenditure for 
1907 will be concentrated in maga- 
zines, about $150,000 being spent 
and special attention given to 
fighting substitution. Last yeara 


similar appropriation was divided 
equally between magazines and 
newspapers, 


Very probably you have some 
ideas of your own as to what 
constitutes good printing for your 
particular business, 


And probably you have noticed 
that when you endeavor to induce 
a mechanic-printer to carry those 
ideas out the result is always a 
mongrel piece of printing. 


That is because the mechanic. 
printer has a lot of what he con. 
siders hard and fast rules and 
regulations, and he cannot get 
away from his set notions to save 
his life. He was taught to do 
certain things in a certain way 
and has been doing them that way 
so long that an innovation seems 
to him like flying in the face of 
Providence. 


Such printing always looks the 
same and the results it produces 
are about the same. 


x * * 


We not only produce printed 
things of the highest degree of 
mechanical excellence, but we 
have the right man or men to 
consider and decide intelligently 
the host of important questions 
that arise in the production of 
printed matter that will sell goods, 


We can make all your circulars, 
booklets, catalogues, etc., for 1907 
coherent, harmonious, creditable 
and highly profitable. 


Consider this an invitation to 
take the matter up with us and 
find .out just what we can do for 
you and how we propose to do it. 


THE ETHRIDGE-KENNEDY 
COMPANY, 
Hartford Building, 
No. 41 Union Square, 
’ New York City. 
*Phones 4847-8 Stuyvesant. 
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THE issue of the Middle West 
for December 13 contained nine- 
ty-two columns of advertising, 
made up of 957 separate adver- 
tisements. 





THE sgh tg department of 
the Cement Age, New York, has 
ben taken in hand by Frederick 
F. Lincoln, for six years adver- 
tising manager of the Army and 
Navy Journal. Mr. Lincoln also 


became vice-president of the 
Cement Age Company. Before 
going to the drmy and Navy 


Journal he was a reporter on the 
New York Sun. 





A. W. Pererson, for sixteen 
years advertising manager for the 
Indianapolis News, and four 
years with the Minneapolis Trib- 
unc, will retire from the latter 
paper this month. He is recog- 
nized as a successful business get- 
ter, and as an expert in adjusting 
rates equitably. F. E. Murphy, 
brother of Publisher Murphy, 
succeeds to the office. 








Tue Biddle Advertising and 
Printing Company has started a 
general advertising business at 
Sansom and 8th streets, Philadel- 
phia. The firm is composed of 
Howard Biddle, formerly of the 
Biddle Press, and Albert Curet, 
Jr., formerly with the Morris & 
Wales Advertising Agency. Prior 
to his connection with Morris & 
Wales Mr. Curet represented the 








Bates Advertising Co., in Phila- 
delphia. 
A Record On Friday, De- 


cember 14, the 
Breaker. the Providence 
Bulletin issued a thirty-six page 
paper, which contained 162 col- 
umns of advertising. Friday is 
always a big day for advertising 
among the Providence retailers, 
but this particular issue is much 
above the average. It is exceed- 
ingly doubtful whether any paper 
in the country can beat the Bulle- 
tin’s record. There were no spe- 
cial features in the paper ;—the 
advertising simply came in the 
regular course of business. 


An exhaustive analysis of cir- 
culation is given in Fibre and 
Fabric, Boston, for December 8. 
A regular edition of 5,700 copies 
weekly is now claimed, and by 
tabulating the postoffices through- 
out the country where textile in- 
dustries are located, and compar- 
ing them with the mailing list of 
Fibre and Fabric, it is shown that 
only a small percentage of such 
postoffices are not reached. Hence- 
forth the total circulation of the 
paper will be published in each 
issue. 








The Form The coupon is 
soon to go, but, 
Order, according to the 
latest reports from the West, the 
“form order” will generally take 
its place. Western advertisers 
have been advised that a form 
order with all the essential feat- 
ures of the coupon will overcome 
the technical objections of the 
assistant attorney-general for the 
postoffice department. 

Instead of printing in the ad- 
vertisement a coupon preceded by 
a request to “Cut this out and 
use it in ordering,” the advertis- 
er will say, “Copy this form in 
ordering or answering this adver- 
tisement.” 

The word “copy” is an essen- 
tial feature of the form order. 
Even the word “use” would ren- 
der the form open to the objec- 
tion of Assistant Attorney-Gen- 
eral Goodwin; but he could not, 
it is* urged, find fault with the 
advertiser furnishing a form 
order which would insure the use 
of the proper key number and 
thus avoid errors. 

It is believed that the form 
order will largely supersede the 
coupon even before the anti- 
coupon order goes into effect next 
Spring and that it will be almost 
equally effective, the real object 
of the coupon being to make it 
easy for the ordinary buyer to 
answer the advertisement and 
suggest a way to do it. It is even 
surmised that in some cases he 
would disregard directions and 
cut out the form order instead of 
copying it; but of course that is 
nobody’s business but his own. 
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Commendable ““S agg as De- 
cember 19—over 

Work. two weeks be- 
fore forms closed—the advertis- 
ing space in the February issue 
of Floral Life was over-sold. 
Jefferson Thomas, the manager of 
the publication, announces that 
four pages will be added to the 
March issue. With March, also, 
the magazine’s covers will be 
printed in colors for the first time. 


The Directory of 


Chicago Chicago Special 
Specials. Agents, recently 
reprinted in PrinTers’ INK from 


a list compiled by C. George 
Krogness, in several instances 
mentioned the Chicago represen- 
tatives of New York Specials and 
omitted all reference to the Agen- 
cy heads. The list of the chiefs 
who were omitted follows: 
Represented by 
Smit & Tuompson ......John Budd. 
Hanp, Knox & Cong ....Edw. S, Cone. 
Wiruiams & Lawrence... Will T. Cresmer. 
ae RO ee Guy & Davis. 
N. M. Suerrie.p .......John F, Fralick. 
VREELAND & BENJAMIN... 8 H. Kentnor. 
PAUL BLOCK.....+ccceeee M. Messiter. 
- P. McKInngy......- } E. Middleton. 
‘RANK R. Norturup... A. W. Tibbitts. 











BriGut & VERREE.....-. Jas. E. Verree. 
Caan... EDDY. 206.0605 R_ J. Virtue 
W. J. Morron........... Elmer Wilson. 
A Unique A , legal action 
i against the Man- 
Libel Suit. itoba Free Press, 
Winnipeg, Canada, which is 


unique in the annals of British 
courts of justice, and one which 
the thorough researches on the 
part of both counsel failed to find 
even an analagous case either in 
British or United States courts, 
was concluded on Dec. 14th, when 
the case was dismissed with the 
costs on the plaintiff. The suit 
was known in local circles as the 
“Free Press Ghost Case” and 
arose out of a few lines published, 
in a jocular spirit, referring to a 
certain house in the city as being 
haunted or rather that the house 
was a resort of ghosts. The house 
in question was worth about $11,- 
ooo. It was erected by a German 
Count. who married a Winnipeg 
lady, but died before he could en- 
ter into residence. The house had 
been vacant for six months during 
the summer of 1905, and, the 
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doors being left open, it is sup- 
posed that tramps got into the 
dwelling to sleep. Lights were 
seen at night and a report soon 
got abroad that the place was 
haunted. A reporter on the staff 
of the Free Press hearing the 
rumor wrote the following art-. 
icle, which caused the action: 

“A North End Ghost.” 

“There is a ghost in the north 
end of the city that is causing a 
lot of trouble to the inhabitants. 
His chief haunt is in a vacant 
house on St. John’s avenue near 
to Main. He appears late at night 
and performs strange antics, so 
that timid people give the place 
a wide berth. A number of men 
have lately made a stand against 
ghosts in general and at night 
they rendezvous in the basement 
and close around the haunted 
house to await his ghostship, but 
so far he still remains at large.” 

The owner of the house claimed 
that the publication of the above 
article prejudicially affected the 
value of the property from the 
fact that many prospective buyers 
would not live in a house reputed 
to be haunted though they might 
not themselves believe in ghosts, 
yet they would not take their 
wives and children into such an 
atmosphere. Suit was entered for 
$10,000 damages, which the plain- 
tiff alleged that she sustained 
from the publication of the ar- 
ticle. 

For days the lawyers fought 
over the case and judgment was 
reserved for nearly two months 
as it was a peculiar case and re- 
quired careful consideration on the 
part of the judge. Mr. Justice 
Macdonald. In delivering judg- 
ment his lordship said that if 
there was any damage it had been 
shown to be imaginary, and to be 
actionable damage must be real 
and not imaginary. He also said 
that to find that such an article 
was really a slander would be a 
calumny on the people of the city 
of Winnipeg of the present day. 





Mipas had just found that every- 
thing he touched turned to gold. 

“How disappointing,” he sighed, 
“when cobalt is all the rage now. 


This is the real reason why he im- 
plored the gods to take back their 
gift—New York Sun. 
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WHO’S WHO—AND WHERE- 
FORE, 


CYRUS CURTIS. 


Magazine publishing is a spec- 
tacular business. Probably be- 
cause it has to be. From expos- 
ing the steel trust, it is only one 
step further to changing partners 
over night. 

But there is certainly a good 
deal more stability in the maga- 
zine field than there once was. 
Policies began to take the place 
of inspiration and __ speculation. 
The magazine publisher is even 
held up for the respectful emula- 
tion of newspaper publishers. 

Whenever anything solid, per- 
manent, well thought out and in- 
corruptible in magazine policies is 
found, and one tries to trace it 
to where it first began, he finds 
himself brought over with sur- 
prising frequency before the door 
of a gentleman over in Philadel- 
phia, named Cyrus Curtis, 

Physically, Cyrus Curtis weighs 
perhaps not 140 pounds. 

But as a potentiality he weighs 
several tons, and ballasts the 
whole magazine situation. Agents 
pretty generally divide commis- 
sions with clients, say the pub- 
lishers ; they all do it--you can't 
stop ’em. Lut agents don't pretty 
generally divide Cyrus Curtis’s 
commissions, because he intro- 
duced the signed agreement, No- 
body trades in Curtis’s advertis- 
ing space. His rates are ac- 
cepted like rates of foreign ex- 
change. He was the first pub- 
lisher to spend some of his own 
money on a large scale for adver- 
tising, and built up the Ladies’ 
Home Journal. And at a time 
when everyone said the weekly 
story-paper idea had gone to seed 
he started out to put one into 
every home in the country. The 
newsdealers got in his way, and 
he went round them, establishing 
a carrier circulation system that 
has, to date, put his weekly into 
about every other home. He in- 
troduced the square-deal and 
money-back idea in magazine 
advertising, and has made his 
columns so clean that an adver- 
tisement in either one of the 


Curtis publications is almost 
equivalent to a business rating 
for the advertiser. 

These are the big things. There 
are lots of little ones. But when- 
ever a magazine publisher any- 
where adopts some new rule or 
principle that makes for more 
solidity and honesty in the situa- 
tion, that rule or principle, traced 
home, usually goes straight to the 
little man in Philadelphia. You 
find that he has been doing it for 
years. 

Cyrus H. K. Curtis is a Maine 
Yankee. He was born in Port- 
land in 1850, and peddled papers 
ore at twelve. At eighteen, he 





CYRUS CURTIS. 


went to Boston and established 
the Independent with an incom- 
petent partner. That died, and 
he started the People’s Ledger 
without partner or capital, and 
eventually took it to Philadelphia, 
where it became the Tribune and 
Farmer, and had a woman’s sup- 
plement which Mrs. Curtis edited, 
This supplement soon outgrew 
the paper itself, and the Ladies’ 
Home Journal was born, in 1883, 

The impress of both Boston and 
Philadelphia is on Curtis. He is 
a Yankee-Quaker. Cautious— 
sometimes too cautious. A west- 
ern firm was investigating the 
standing of a New York concern 
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that prepares advertising copy 
and plans. Inquiries were sent to 
thirty publishers, and all reported 
favorably except one. That was 
Cyrus Curtis. He said he hadn't 
heard of this concern. It is a re- 
sponsible concern, but he hadn't 
heard of it, and he said so. 
He takes no long shots. He likes 
a good commercial rating and the 
staid security of names such as 
dominate business in the Hub and 
the Quaker City. He has done 
remarkable things in publishing, 
but never by fits or starts or lucky 
strikes, First the thing is fig- 
ured out, then organized, and then 
it runs itself and grows like a 
snowball rolling down hill. He 
not only pays attention to the 
law of gravity, but enlists it, 

Yet Curtis knows where to get 
ginger when he wants it. The 
Ladies’ Home Journal was grow- 
ing to be too big for Mrs. Curtis 
when he discovered Bok, then 
working for the Scribner’s and 
writing a column of literary gos- 
sip for a syndicate of newspapers. 
Bok was twenty-six. He had 
ginger. Curtis put him in charge 
of the magazine and he did 
radical things. But he seemed to 
lack ballast, so one day the boss 
and Bok went for a trip around 
the United States. Bok till that 
time had thought New York was 
America. The boss showed him 
millions of Americans who cared 
nothing about New York. Then 
Bok became his son-in-law. The 
Journal still has ginger. A good 
many persons profess to find it 
not very pungent. But there is a 
solid majority of 1,200,000 
against them. 

It took a little experimenting 
to get the proper sort of ginger 
into the Saturday Evening Post. 
Curtis had this idea of a busi- 
ness magazine long before he 
found anyone to work it out. Bok 
couldn’t see it for one, and until 
Lorimer was found and trained a 
school of writers to produce the 
new stuff nobody else caught onto 
the big demand that was waiting. 
There are points in the make-up 


of the Post that no competing 
publisher has yet seen, such as 
price. the careful way in which 


the newspapers are supplemented, 


yet never echoed, the handy size 
and arrangement, etc. The Post 
is written as brightly as the New 
York Sun ever was, and deals 
with men and measures as few 
magazine publishers dare deal 
with them. Other magazines are 
bright and daring, but their cir- 
culations stay below the 50,000 
mark. .To reach the half-million 
means, to most publishers, be:ng 
either mushy or melo- dramatic. 
The standing wonder of the ost 
is that it never plays to the gal- 
lery nor panders to the weak- 
minded, yet 800,000 persons take 


it off the news-stands or from 
carriers every ‘Thursday. No 
other magazine has ever pene- 


trated so far under the farmer's 
vest. No daily newspaper's ed- 
itorial influence is worth speaking 
of in comparison with its national 
utterance on independent political 
issues, 

The Post is Lorimer, the /our- 
nal Bok. Cyrus Curtis keeps men 
like Bok and Lorimer working 
near one another, and sweet, and 
happy. He has other gingery men 
like Spaulding, of the New York 
office, who is gingery to the point 
of giving the impression that he 
owns the business. But all the 
responsible men who work for 
Curtis have this impression. It 
may be because Curtis believes in 
getting men with snap and then 
going away fishing, or it may be 
because the policies and founda- 
tions of his publications are laid 
down so wisely and so deep that 
no one man could overturn them 
by design or error. Just as you 
care to look at it. 

A good many magazine proper- 
ties make money. But it is com- 
monly said that none make more 
money than the Curtis properties. 
And they make it largely by the 
law of gravity. The noise of 
some publishers when they go out 
for new circulation fills the world. 
But circulation seems to drift to 
the Curtis magazines quietly, 
without premiums, schemes, club- 
bing offers. It drifts inevitably, 
and the problem is to get in new 
presses fast enough to print pa- 
pers. The plant is enlarged, then 
doubled. then new ground bought, 
then machinery worked day and 
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night, and still there are not 
enough copies. The activity of all 
magazines in soliciting advertis- 
ing is feverish. Curtis’s young 
men solicit advertising. Yet the 
advertising he rejects every year 
would be enough to support a large 
publishing house, and even of that 
which is irreproachable and ac- 
ceptable some has to be turned 
away. The more rejected and 
the greater restrictions, the more 
comes in, and something has al- 
ways to be left out because there 
is no room to print it. Business 
seems to flow naturally toward 
the little man in the Quaker City. 
And like as not it finds him 
away. He is out at his home at 
Wyncote, Pa., or off in Europe or 
elsewhere. Even when he is at 
his big office on Arch street, there 
appears to be no press of busi- 
ness in sight. Cyrus Curtis is 
simple, kindly, low-voiced, and 
refers most matters to a depart- 
ment. Benjamin Franklin in his 
neglected grave right across Arch 
street isn’t so very much more 
tranquil. Mr. Curtis doesn’t act 
with a “Jing—biff!” like S. S. 
McClure, nor is he busy all over 
the shop like Mr. Munsey. Many 
of the people around the office get 
the impression that the boss has 
an easy time. But behind this 
tranquility and kindliness there is 
really force. Cyrus Curtis is 
leisurely because leisure has al- 
ways been an element in what he 
built. He cements with leisure, 
and builds from the ground up. 


——— $4 ————— 
ENTERPRISE OF “LA PRENSA.” 
There is as much difference between 
La Prensa of Buenos Aires and the 
typical easy-going newspaper of Span- 
ish America as between the newest 
armored cruiser and a Cantonese junk. 
For several years after it was founded, 
in 1869, La Prensa was pretty much 
like its neighbors. Then the editor, 
J. C. C. Paz, began to say things about 
the government and was driven out of 


-the country. 


Like a good newspaper man_ he 
studied plants and publishing methods 
abroad and when he came home he 
gave his countrymen something to talk 
about. 

To start with, he put up a_two-mil- 
lion-dollar building and equipped it 
with machinery that cost enough to 
have set a fair-sized republic up in busi- 
ness. A tower 200 feet above the side- 
walk is surmounted by a figure sym- 
bolizing the press. On important occa- 
sions news is conveyed to the multi- 


tude by electric illuminations of the 
tower. 

Next, La Prensa began to get out 
extras, something no South American 
paper had ever done, even when Ma- 
gellan hanged his mutinous captains. 
The appearance of an extra is an- 
nounced by a siren that makes more 
noise than a revolutionary army. In- 
discriminate tooting of sirens is forbid- 
den by the police regulations, and the 
managers of La Prensa were reminded 
that each offense is punishable with a 
fine of $200, 

‘All _ right,” said the managers, 
“we'll toot and pay. And _they did. 
La Prensa has introduced “features” 

that the smartest and most liberal of 
Yankee publishers might be proud of. 
It gives free medical and legal advice. 
Its fine library and commercial museum 
are at he service of the public. En- 
tertainmens and political meetings are 
held in its great hall. At La Prensa’s 
chemical laboratory free analysis of 
soils and fertilizers are made _ for 
farmers. 

La Prensa sells for three cents, 
American money, and claims a circula- 
tion of about 100,000. It carries a 
large volume of advertising and, de- 
spite its various costly enterprises, 
makes money.—Fourth Estate. 

——_~+ - > 
TRADING STAMP LAWS. 

One-quarter of the States of the 
country adopted last year some new 
legislation or amended some former 
legislation in reference to trading 
stamps. But the States have approached 
the trading stamp problem by different 
methods. 

New York regulates the issuance and 
redemption of trading stamps by pro- 
viding that the value of the stamp in 
lawful money shall be printed on the 
face of each and that they shall be 
redeemable in merchandise or money 
on demand. Maryland prohibits the 
sale or issuance of trading stamps ex- 
cept for a stated value in money, 
such value to be printed on the face 
ofeach. Louisiana authorizes the use of 
trading stamps under the license given 
to trading stamp companies, the value 
of such license ranging from $5,000 to 
$10,000 a year, according to the gross 
receipts. Massachusetts imposes a tax 
of 3 per cent on the gross receipts of 
articles sold for which trading stamps 
are given. 

California prohibits the giving of 
trading stamps or coupons entirely. 
Colorado makes it a misdemeanor 
either to give or accept a trading stamp 
if “representing an uncertain bonus for 
the purchase of goods.” Washington 
prohibits trading stamps entirely. Ne- 
braska follows the New York law and 
fixes a graded penalty for its violation 
of from $100 to $1,000 for each 
offense. 

New Hampshire prohibits the estab- 
lishment of trading stamp companies. 
New Jersey follows the New York law 
and provides for the distributer of trad- 
ing stamps who violates it. Connecti- 
cut requires the person giving trading 
stamps to redeem them. They cannot 
be made redeemable by a third party.— 
Exchange, 
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TAYLOR CROSSES THE 


STREET. 





David L. Taylor, vice-president 
of the Lord & Thomas agency, 
Chicago, has resigned that posi- 
tion to buy an interest in the 
Long-Critchfield Corporation of 


the same city, where he will be 
one of the vice-presidents and a 
Mr. Taylor 


managing director. 





Davin L. 


is regarded as a strong man in 
the advertising affairs of the 
Middle West, and it is understood 
that he takes over considerable 
business that has long been in his 
hands. He is an_ exceptionally 
able solicitor, a good merchandise 
man. a planner and a copy writer. 
The Long-Critchfield agency 
states that he is the originator of 
the selling-plan-copy idea, the 
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builder of some of the most strik- 
ing and successful campaigns of 
the present day, and the creator 
of (in the sense of being first to 
apply) certain basic principles in 
advertising that are now univer- 
sally accepted, such as the injec- 
tion of the personal note into ad- 
vertising copy. The real extent of 
his work has been partly hidden 
because he was assisted by other 


TAYLOR. 

writers. But for years the Long- 
Critchtield Corporation has re- 
garded Taylor as its strongest 


individual competitor. 

In his new connection he will 
devote a large part of his time to 
mail-order and general publicity 
work, and a new form of adver- 


tising service has been evolved 
under the name of the “parent 
copy test plan.” whereby the 
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Long-Critchfield agency will 
share the financial risk of an ex- 
haustive series of test copy with 
any advertiser whose proposition, 
after careful examination, shows 
the basis for a success. 

_The Long-Critchfield Corpora- 
tion was established in 1893, and 
is now controlled by Frank E. 
Long, Elmer E, Critchfield, David 
L. Taylor, Frederick A. Sperry, 
Charles H. Porter and Marco 
Morrow. While fundamentally a 
general agency, it has always 
specialized in agricultural cam- 
paigns, and has a large number 
of accounts among manufacturers 
of farm implements and supplies, 
seedsmen, poultrymen, stock food 
makers, stock breeders, etc. Its 
monthly advertising journal, Ag- 
ricultural Advertising, has prob- 
ably done more to spread exact 
knowledge about this specialty 
than any other medium, and the 
agency's influence for growth in 
the agricultural advertising field 
has been remarkable. It is to-day 
among the first agencies of the 
country in volume of business 
placed, and is peculiarly distin- 
guished for character of copy and 
service, 

ae eee 
CHANGES IN CLEVELAND. 
CLEVELAND, O., Dec. 22, 1906. 
Editor of Printers’ INK: Ras 

For nearly nine years the editorial 
and business management of the Plain 
Dealer has been in the hands of Messrs. 
C. E. Kennedy and E. H. Baker, who 
have operate the business upon a 
profit-sharing plan. This contract would 
have expired i limitation on May 31, 
1907. oS 

At Mr. Kennedy’s request his inter- 
est in the contract for the current fiscal 
year has been purchased by the Plain 
Dealer Publishing Company, and_ his 
connection with this paper will there- 
fore cease with the current month. 

In the future all departments of the 
Plain Dealer will be under the direct 
charge of Mr. Baker, who, as general 
manager, will act with the same author- 
ity as has been exercised by the oper- 
ating firm of Kennedy & Baker, and 
under a contract based upon the same 
plan. : 

The ownership of the Plain Dealer, 
its business methods and its policy, re- 
main unchanged. Respectfully, 
Tue PLatin DEALER PUBLISHING Co., 
L. E. Holden, President. 






——_—_~or- 
AND SHE READS THE ADS. 
“Dad,” asked Bobby, “what is bi- 
ology?” i‘ 
“Go ask your mother,” replied Dad, 
curtly. “She spends the most money.” 
_—Harper’s Weekly, 
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HOW ADVERTISING HELPS SOL- 
ICITORS. 


The soliciting force is the backbone 
of any campaign of business-getting by 
an electric light company. The most 
ardent advocate of advertising, if he 
be honest, will not endeavor to gainsay 
this, and only the most ignorant of 
amateurs will presume to expect any 
very real results from a publicity cam 
paign which has not the assistance and 
co-operation of aggressive, tactful and 
well-schooled solicitors. 

The central station manager without 
advertising experience will immediately 
protest that these same solicitors could 
secure the business independent of any 
advertising effort. Very true. But 
the advertising will enable the solicitors 
to get more business in less time. It 
is a matter of economy and common 
sense to employ whatever means will 
make for quicker, easier selling. ‘the 
object of advertising is merely to create 
opportunities for the sales force; to 
awaken interest in the commodity 
offered; to educate prospective users to 
an appreciation of its advantages, and 
finally, to bring them to the point 
where it is both expeditious and easy 
for the salesman to secure contracts. 
It is not the aim of advertising to 
usurp the functions of the salesman, 
only to make his work easier, to the 
end that he shall write a _ greater 
amount of business upon more favor- 
able terms and in less time.—Frank B. 
Rae, in Electrical Review. 


ENDLESS BELT WINDOW. 

It remained for an ingenious and 
enterprising Cleveland merchant to dis- 
cover a way of multiplying his avail- 
able window display space by four— 
a seeming impossibility. 

This is how he did it. 

The window floor was arranged so 
that it revolved like an endless chain 
over two drums at either end; the win- 
dow floor extending back into the store 
the depth of the window and being 
separated by a black velvet cloth. 

The different aluminum §articles— 
some 200 in number—were wired to 
the moving window floor, and thus 
produced such a unique and _ striking 
effect as to challenge the attention of 
large numbers of pedestrians. 

Before this device was installed, but 
fifty pieces could be shown, and that 
in the old-time, stationary style. 

This enterprising merchant has 
“blazed a new trail” in the window 
display line which merchants in many 
other lines of business may find it to 
their advantage to employ. 

The device was home-made, simple 
in design, inexpensive, and driven by 
a small electric motor concealed below 
the floor.—Business Man’s Magazine. 

a 

READERS of advertisements are divid- 
ed broadly into two classes—those who 
read them carefully, and dig out every 
word of fine type, and those who only 
scan the advertising columns hastily. 
This latter class spend as much 
money as the former, and your adver- 
tisements should be so constructed as 


to appeal to both kinds,—Guide Post. 
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HAYDEN FOLLOWS BURT. 


The Boston & Maine railroad 
system is to have a complete re- 
organization of its advertising de- 
partment, and when plans now 
under way are worked out, it is 
said, will have one of the most 
comprehensive and_ hard-hitting 
publicity equipments among the 
big transportation lines of this 
country. 

C. M. Burt lately left the Jersey 
Central’s passenger department to 
become G, P. A. of the Boston & 
Maine. When he came to the 
Jersey Central five years ago he 


W. H. HAYDEN, 


found no facilities for advertising. 


W. H. Hayden was brought on 
from the Boston & Maine as ad- 
vertising manager, and since then 
the work of the two men has 
made the Jersey Central strong 
in its own territory. This road 
doesn’t run everywhere. Its track- 
age is modest—64o miles. But it 
has important service from New 
York to Philadelphia and Atlantic 
City, and also a wide suburban 
ramification in Jersey. What it 
has, the Jersey Central’s adver- 
tising department built up to 
greater magnitude. A monthly 
paper, the Suburbanite, mailed to 
readers in New York to interest 
them in country living, was estab. 
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lished. Newspapers along the 
line, nearly all indifferent or hos- 
tile, were reconciled and given a 
kindly feeling for the road. Mr. 
Hayden has also been peculiarly 
happy in enlisting the hotel and 
realty men along the line in co- 
operative publicity, and his work 
along with Mr. Burt’s has made 
the Jersey Central widely known 
in the East. ‘It was they who 
originated the plan of advertising 
trains between New York and 
Philadelphia by the plan of “A 
train every hour, on the hour, and 
every train a two-hour train.” 
During the past five years this 
road's passenger receipts have 
more than doubled, and the in- 
crease from prominent suburban 
stations has been in even greater 
ratio. 

Now Hayden goes along with 
Burt to the road he _ formerly 
served. He began his railroad 
career with the Boston & Maine 
eleven years ago, in the advertis- 
ing department, and was assistant 
advertising agent when the long 
arm reached out for him. He is 
a New Englander by birth, com- 
ing from Lowell, Mass., and his 
knowledge of the system, the 
country, the people and of adver- 
tising gives him peculiar ability 
in this new position. 


Sas ee 
ODD BOOK AD. 

An eastern publisher is booming a 

new novel by inserting this “personal” 


in the daily papers: “If the lady with 
dark hair and an absorbed expression 
in a Fourth Avenue car yesterday, who 
became provoked because the gentle- 
man in front turned over a page of his 
novel before she had finished reading 
it over his shoulder, will send her 
name and address and $1.20 to any 
bookseller she will be spared in future 
the necessity of manifesting her dis- 
pleasure at such _ rudeness. Mention 
(here follows the name of the book) 
to avoid errors.”—Commerctal Union, 


——__<49>— 
CONVICT SENDS OUT BOOKLET. 

When the editor of the Prison News, 
which fills a long-felt want in the 
penitentiary at Anamosa, Ia., penned 
his salutatory, he omitted the stereo- 
tvped boast: ‘‘We are here to stay.” 
He was not anxious to stay, and since 
he was sent to prison for shooting a 
policeman, in April, 1893, he has re- 
peatedly appealed to the legislature for 
pardon. 

One year he sent out his plea in 
the form of a booklet. L. W. Haley 
is the name of the convict-editor,— 
Exchange, 
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How the liberal postal provisions of 
the Dominion Government shame us. 
Here is a region, as vast in area as 
our own, much of it sparsely peopled; 
but so wise are its law-makers that 
every possible facility of the mails is 
volunteered to encourage  correspond- 
ence and reading and to expedite dis- 
semination even to the remotest hamlet. 
—O. J. Victor. 








- Advertisements. 


ae in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (200 lines) 
Sor each msertion, $10.40 a line per year. Five 
per cent discount muy be deducted if payment 
accompanies copy and order for tvsertion 
. ond ten per cent on yearly contract paid 
wholty in advance. If a specified position is 
demanded foran adr we gi and granted 
double price will be charged. 


WANTS. 


peters: kinds of linotype composition. 
Send for rate card. FRANK B. WILSON, 
Kenton, Unio. 
WRITE good copy. either “news ae 
or advertisements. Address 
LOW, care of W orld, 61 Park Row, * Y. City. 


V T7ANTED all kinds of Advertising Novelties, 
Calendars, etc. Send samplesand discount 

= quantities. JOHN McGEHEE, Box 2490. 

Shawneetown, Iil. 

f lie= circulation of the New York World, 
morning edition, exceeds that of any other 

morning newspaper in America by more than 

100.000 copies per day. 

é bie a! E offices and over 350 people engaged 
in placing high grade men in positions 

paying $1000-$5006; wile for booklet. HAP- 

GOODS, 305 Broadway, N.Y. 


N EWSPAPER POSITIONS open for advertising 
solicitors ho successful gos ae —— 


ns. Write for Bookle' 
Fr PruRALDS NE a wv SPAPER MEN’S EXCHANGE 
(estab. 1898), Springfield, Mass. 
M "take oh WANTED—Kxperienced man to 
ry e charge of business end of farm paper. 
be able to create business. Good oppor- 
cae for — »~. Write immediately. 
WER A, Vevay, Ind. 


crn manager prominent Indiana 
daily desires change; personal reasons; also 
high-grade circulation manager, bur — ad- 
vertising management with either publishing or 
mercantile house. Address “THIRTY,” care of 
Printers’ luk. 
ve ADVERTISERS’ MAGAZINE”—THE Weat- 
MONTHLY should be read by every 
advertiser and mail-order dealer. Best ** School 
of Advertising” in existence. Trial subscription 
ten cents. Sample copy free. THE WESTERN 
MONTHLY, 815 Grand Ave. Kansas City, Mo. 


CIRCULATION MANAGER 
WANTED for prominent magazine. 
Must have had wide experience and be 
skilled in circular writing, type selec- 
tion, etc. Give _ details of experience 
and age. ‘‘E. A. S.,"' Station V, New 
York City. 
A DVERTISING managers (5) for State agencies 
tor the highest class trade publication 
ever issued. Only men of exceptional ability 
and character given consideration. To those 
who can qualify yoy hong be made that will 
insure income of $3. ear or more. In 
submitting eetion ain etails of oom =. 
ployment and experience must be 
ye Address REVIEW PU LisittNG 
O.,504 Mercantile Library vy Bldg. , Cincinnati, O. 


‘CLASSIFIED MANAGER 
ten years’ successful record, highest class refer- 
ence, capable of taking full charge and building 
up a poe ag will be open for a position 


after Janua 
If ‘your tlazsified needs new life, let me figure 


with you. 
Address “BUSINESS PKINCIPALS,” care of 


Printers’ Ink, 








ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity for reaay positions at $2: a week and over, to 
write for free copy of my new prospectus ana 
endorsements from ieading concerns every- 
sone One vraduate filis $8,000 place, another 
and any number earn $1.50, The best 
on AE adwriter in New York owes bis suc- 
cess within a few months to my teachings. De- 
mana exceeds sure SB 
GEORGE H. ELL Adcertising and Ruat- 
ness Expert. 143 Metropolitan Annex, New York. 


b i YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should ‘use the ciassified co!- 
umns of PRINTKERS’ INK, the business journal for 
adve ‘tisers, published weekly at 10 Spruce S:., 
New York. ‘Such advertisements will be inserted 
ar 20 cents per live. six worasto the line. !’RINT- 
gre’ INK ts the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other oublication in tne United States. 

—- - +e —-—_—_— 


PHOTO-ENGRAVING. 
a ENGRAVERS, Designers. price list and 
mples sent on request. SFANDARD EN- 
GRAVING, CO., New York. 


PATENTS. 
poe PATENTS that PROTECT 
Our 8 book. for Inventors mailed on jAcE 
c . 





of 6 cts. stamps. R. 8. & A. LF 
Washington. D.C. Extab. 1 


DIRECTORY OF NOVELTY MANU- 
FACTURERS. 

GENTS wanted to sell ad novelties, 25% com. 

« 3 samples, 10c. J.C. J.C. KENYON, Uwego,N Y 


ELLULOID and Metal Bi Buttons, Advertising 

Noveities, Badges, largest assortment, lowest 
prices: samples sent. JAM'S HENDERSON, Room 
1804-150 Nassau St..N. Y. Phone 4853, Beekman. 


M ’ RITE forsamole and price new combination 
Kitchen Hook and sill File. Keeps your ad 
ore the nousewife and business man. THE 
WHITen EAD & HOAG CO, Newark, N. J. 
Branches in all large cities 














W E want to know every Advertising 

Manager in the United States and = 
want every Advertising Manager to kno 
us. We make METAL NOVELTIES for ad. 
vertisers. You want us; we want you. Drop 
us a line on the letter head of your Company 
and we will send you a handsome souvenir. 

8. D. CHILDS & COMPANY, 
Who Make ART NOVELTIES for Advertisers, 
200 Clark Street, 
CHICAGO. 
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PRINTER NTERS. 


RINTEKS. Write kh. C! Rk. CARLETON, Omaha, 
Nev., for copyrisht lodge cut cataiocue. 


7 print catalogues. booklets. circulars. adv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. Cu. 514 4 Main St. St.. Cincinnan. C. 


W RITE for Estimates on your next job of 
printing. Catal es, Booklets and h'ch 
oad Commercial Stationery, our specialty. 

igbly specialized rlant. 
ilt nouany to make money for us and to 
sare it te uo 
EVEL. FE PRESS, Vevay, Ind. 
—+or 


COIN CARDS. 
~ PER 1,000. Less for more; any printing. 
THE COIN WRAPPER Cv.. Detroit, Mich. 
——- + 
COIN MAILER 
x 60 PER 1,000. For 6 coins $3. Any printing, 
e ACMECOIN CARRIER CO., Burlington, Ia. 
FOR SALE. 


[ALLY newspaper, job > printing and book- 
bindin; dg yy Mich _— town of over 
20,000, for s: $6.000 down: e: S bepe for 
balance Saar WM. °D. BOUT! ICK. 

B, Weatherbee Building, Detroit, Mich. 
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ADWRITING. 


Fe8, coon HOLIDAY ADS, write me. 
GRANDFIELD, Fall River, Mass. 
ee ee 


MAILING MACHINES. 


HE DICK MATCHLESS M. a a, lightest and 
quickest. Price $12. ;, VALENTINE, 
Mfr., 178 Vermont St.. Fm wy A 


ADVERTISEMENT CONSTRUCTORS. 


DVERTISEMENIS written, designed and 

placed onmawnere. Advertising literature 

wri ritten, designed and —- Advertising and 
follow wr me. 


R. E. 


Maitine SLIPS, 
2 I a great variety of Mailing Slips 
which. while hom enough to say quite a lot, are 
short enough to read by even a “really and 
truly’? busy man, whose eve has been caught by 
their ‘“‘won’t- be-cverlooked-ness. ” No letter, in- 
= a “anything” sent out in an 
velope—but should carry with it some attrac- 
tive like bid for a to Your CONCERNS. 
Would you care to see a lot of _—— of such 

things, built for shrewd ¢ sellers ! 


stal cards, pleas 
No. te FRANCIS SMAI ULE 402 Sansom St.,Phila. 
—-——___+or—__— 
CARD INDEX SUPPLIES. 
G Ef prices on Stock Cards and Special Forms 


from manufacturers. Cards furnished for 
all makes of cabinets. Special discounts to 


rin Trade. ‘ 7 
STANDAKD INDEX CARD COMPANY, 
707-709 Arch St., Philadelphia, Pa. 





PAPER. 
B BASSETT & SUTPHIN, 
45 Beekman St.. New York € 
‘oated paversa speciaity. Diamond 3 Perfect. 
Write for bign-grade catalog’ 


pect — ome 
PUBLISHING =. OPPORTUNI- 


Monthly Trade Paper 


Well established trade 
Monthly, with good 
Circulation, can be 
Bought at a very low 
Price on account of 
Reasons which do not 
Reflect on the value 
Of the property. 
Gross business $14,000, 
Net profit $6,000. 
Great opportunity 
For a man of energy. 
Brains and some 
Money. Price $12,000. 
Terms to responsible 
Parties. 

To a man having 

The publishing instinct 
We can recommend 
This. Write or call 
At once. 


EMERSON P. HARRIS, 
Broker in Publishing Property, 
253 BROADWAY NEW VORK 
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HALF-TONES. 
| oe copper baif-tones, 31 ed 
per in. THE YOUNGSTOWN Aue EN. 


GRAVING CO., Youngstown, Ohio. 


N*3e EW eearee ak ak ae 
1; 
ienomen Wien cane accompanies the order. 
ena for samp: 
KNOXVILLE’ ENGRAVING Co., Knoxville, Tenn. 


Hate tose or line productions. 10 square 
inches or smaller. delivered prepaid. 7ic.; 
6 or more. . each, Caso with order. All 
Service day and nigbt. 


newésuuper screens. 
Keferences furnishea, 


| mel for circulars. rs z 
ews: ss-engraver. . x $15. 
Philadelphia, Pa. " 


SUPPLIES. 

V D. WILSON Tyg INK Co., Limited, 

e of 17Spruce 8t., New York, sell more mug- 
eaten cut ioks than any other ink house iv the 

Special prices to cash ash buyers. 
ASTE for shipping labels labels, eget) wrap; 

trunk linings, bels an 
other purposes. ernard’s Cold Water Paste is 
positively best. Virginia-Carolina So og 
use it exclusively in 16 factories. Sa! age 
CEAS. BERNARD. 609 Rector Building, henge. 

PREMI eres. 

fee HOUSANDS of itabl 

for publishers and | por ond = the foremost 
makers and wholesale dealers in jewelry anc 
kindred wr 500- list price illustrated 
catalogue. (@@) Greatest book of its 
Published annually, 35th issue now ready ; free 
8. F. MYERS CO., 47w. and 49 Maiden Lane, N. Y. 

— +r 
ADVERTISING AGENCIES. 


a, a GORMAN AGENCY. 1 Madison Ave. 

N. Y. Medical i journal advtg. exclusively. 

r ‘aE InELAND ADVERTISING AGENCY, 

Ww a tor Different Kind Advertising Service. 
925 Chestnut Street, i. PhilaaelpLia. 


LBERT FRANK & CU., | 25 Broad Street. N. ¥. 
General Advertising’ Agents. Established 

1872. Cnicago. Boston. Philadelphia. Advertis- 
ingof all kinds placed in every part of the world. 


IONEER ADVERTISING CO., Honolulu—Cos- 

mopolitan population makes our six years’ 
experience valuable. pooeeaners, billboards, 
walls, distributing, mailing hst: 

THE name of Geo: sll P. Rowell 
& Company, that has had a place 
on the list of Advertising Agen- 
cies for forty-two years, has 
recently been withdrawn, and 
the business is now conducted 
by Mr. W. F. Hamblin at No. 
12 Spruce st., New York, as suc- 
cessor to the old firm. Mr. 
Rowell retired in 1905, but is a 
stockholder in the Printers’ {nk 
Publishing Company and _ con- 
tinues to take considerable inter- 
est in the management of the 
American Newspaper Directory, 
which he established in 1869 and 
has published annually or quar- 
terly for thirty-eight consecutive 
years. He was the first man to 
undertake to ascertain and make 
public the regular editions issued 
by the newspapers. No similar 
system has ever had vogue in any 
country other than America.— 
Printers’ Ink, December 19, 1906. 
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PRINTERS’ INK. 
ADVERTISING MEDIA | 
Ww nar Rca yd Home fonront “y to the | 
nation the RECORD ts to Troy and Centra 
Miami County, Ohio. Oniy daily. Carries same N W 
high-grade advertising. None questionable of e S a ers 
any sort accepted. Send for sample copy 


WANT an Advertising Solicitor in every ee Wo rt h 
100,000, to represent the | 


of the U. 8. of over 
WEEKLY Mapp West. A sure “result pro- | ’ 
ducer.” en must have large experience, as i | 
want them to work exclusively on full nage | ounti n 
bu iness, under an entirely new plen. Good | 
solicitors can make $100 per wees. without | 


materially interfering with their present busi- | ° ° ° 

ness. ROY KEATOR, Publisher, 153 LaSalle St., This book is compiled from 

Cc . . ; : : 
ppisnnoiegen information contained in 
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=YOU CAN'T COVERS] the 1906 edition of Rowell’s 
the world with a _ postage American Newspaper Di- 
stamp, nor you can’t cover the rectory. It gives all the 
live merchants of the West information necessary con- 
and Southwest without the cerning the number of 
weekly MANUF ACTURER copies printed by the news- 
AND JOBBER, Kansas City. papers and _ periodicals 
Adv’t rates on application. which are credited in the 
pice. <-eaeiaame Directory with a regular 
POSTAGE STAMPS. issue in excess of one thou- 
| Oe 4 2408 (eae Be c ty ad - sand copies. 
rei en 560 pages. Price $l. 
ADDRESSES FOR SALE. Dedeaseetl 
Ailnew: EUGENE A CRAST Pasedcan, Cl apap 
pyran paren ate_ fee || “WO Fveeuare Ss Fn. Oo. 
ten, alphabetically: 182 Arr: $1.25, 900. 10 Spruce St., New York 
LB. GREENBERGER, 
8% Lorain St., Cheval, Ohio. 











A Good Beginning 


Start the New Year right by sending for a copy of my 
sample book containing one hundred and twenty-five 
specimens of the best inks you ever saw, and then compare 
my price list with those issued by my competitors, who 
will give thirty or sixty days on a bill of goods. I don’t 
offer any alluring discounts or prepay freight, and if the 
cash does not accompany the order I don’t ship the 
goods. These terms may seem rather arbitrary, but when 
the end of the year rolls round, you will find you have 
saved fifty per cent on your ink bills, and your conscience 
will be at ease that you owe no ink man. When you are 
dissatisfied with your bargain, return the goods and your 
money will be refunded, also the transportation charges. 


ADDRESS 


PRINTERS INK JONSON 
17 Spruce St., New York 
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Announcement 


On and after Jan. 1, 1907, 
MR. C. D. BERTOLET 
will represent 


The Milwaukee Journal 
in the foreign field. 
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The Eastern office will be 
located at g West zoth St., 
New York. 

The Chicago office—705- 
707 Boyce Building. 

The Kansas City office— 
Gumbel Bldg. 


THE JOURNAL CO. 








Increase Your Sales 





USE 
Silverware 


for Premiums 


SPECIAL QUALITIES, 
PATTERNS, PRICES. 








international Silver Co. 
Factory «C,’’ 
Bridgeport, Conn. 

















Can | Assist You to Build 
Up a Bigger Business? 


A corking good salesman in 
your mail-order department wou!d 
not only make your mail-order 
business grow by leaps and 
bounds, but add 10 per cent to 25 
per cent to the business your 
traveling salesmen could take. 

Your advertising salesman must 
be a man with the human nature 
instinct, a man who knows your 
customers as well as you know 
your business, a man who can 
write English that will warm the 
heart, rouse enthusiasm, and 
carry conviction, and a man thor- 





oughly familiar with the latest 
successful ideas that others have 
used. 


Jolly up your customers at least 
once a month by a ‘“Heart-and- 
soul” letter, backed up by a book- 
let or folder. 

Make your agents work by 
writing them warming, inspiring, 
enthusiastic talks, 

Carry out a logical, persistent, 
deep-laid advertising plan instead 
of shooting first here, and there. 


If you will place your news- 
paper, magazine, and trade jour- 
nal advertising through me I will 
give you a certain amount of 


Personal Service Ab- 
solutely Free, 


not alone on advertising copy, but 
on booklets, follow-up letters, or 
anything else. 

I will help your advertising 
manager freshen up and strength- 
en his work. 

Or I will be your advertising 
manager and write all your copy 
for $25 a month up. 

I make a_ specialty of mail- 
order and agency campaigns, and 
monthly letters to dealers, 

I print fac-simile letters you can 
hardly distinguish from originals 
—much better than the average. 

My pen and brain are at your 
service. 


SHERWIN CODY, 


603 Opera House Building, 
Chicago, 
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ROWELL’S 
American 


Newspaper 


Directory 


1906 Edition 





Price $10. Expressage Prepaid. 





The standard reference 
work upon newspaper 
and periodical statistics. 





The Printers’ Ink Pub. Co. 


10 SPRUCE ST., NEW YORK 














PRINTERS’ INK. 


—Girculation Man- 


I want to hear from a high- 
grade, high-priced circulation 
man who can positively increase 
the circulation of a monthly 
magazine of exceptional merit. 
Subscription price, 50 cents. 

Will have 1,500,900 circulation 
within four years. I want a man 
to work with me—one who can 
develop and carry out plans cf 
his own and also assist me in 
carrying out my plans. 

Must possess good business 
judgment and be capable of 
operating on a big, vigorous 
scale. 

Must be able to handle agents, 
and should be a first-class cor- 
respondent. 

State age, experience, salary 
wanted, and send photograph. 
All applications will be strictly 
confidential. Address, at once, 


“‘H. J. N.,” 
Care Printers’ Ink 























4 YEARS FOR $5 


The subscription price of Printers’ INK is $2 a year, 








but a four years’ paid-in-advance subscription can be had 
for $5, or four one-year subscriptions for four separate 
subscribers for the same sum, or twenty for $20. Some 
intelligent newspapers find it a good investment to sub- 
scribe for copies for their local advertisers. It teaches 
them how to make their advertising pay, and to become 


larger and better advertisers. 











_—F - -P werd 
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COMMERCIAL ART CRITICISM 





BY*GEORGE ETHRIDGE, 


READERS OF FRINTERS' 


The Cyphers Incubator adver- 
tisement, marked No. 1, shows a 
picture of an incubator, a picture 
of some other devi. not easily 





.. PROFIT 
instead of loss. 
_ _ SATISFACTION 
instead of disappointment. 
The World’s Standard Machines, used and 
recommended by leading Agricultural Ex- 
periment Stations and expert Poultrymen are 


CYPHERS 


Incubators and Brooders. 
A Write for FREE Catalogue entitled “How to Ji 
-Make Money With Poultry and Incubators,” con. J 
taining hs of leading poultry plants 
and exhibitors, valuable chapters on Poule 
try and list of Poultry 





Ne | 


identified by the layman, a roos- 
ter’s head and a feather, and 
shows them all in a very indis- 
tinct and unimpressive manner. 
It may be that all incubators look 














very much alike and that it would 
not be possible to show the dis- 
tinctive points of a Cyphers Incu- 
bator in a clear, convincing man- 


INK WILE RECEIVE. 
@casticisy OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 
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33 UNION SQUARE,N.Y. 


PREEL OF CHARGES 









ner within the limits of a small 


illustration. It is obviously pos- 
sible, however, to show an incu- 
bator in a manner which will en- 
able the beholder to understand 
that it is not a thrashing ma- 
chine and at the same time pro- 
duce a clean and striking picture. 
An illustration of the nature of 
No. 2 seems far better adapted 
to the uses of this advertiser. 
* * * 

The Thomas Flyer advertise- 
ment, shown herewith, is one page 
of a double page advertisement, 
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Indeed, it is doubeful if the Thomas 
record has ever been 


in the whole life of any other car. 
Each and every one of these vic- 
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The 60-H. P, Thomas-Fiyer 


(6 mechanical masterpiece cmbetyiag 
@e best ule of re warts 





{“Unaquestioned Leadership—Reserve Power—Reserve Strength | 





which looked well and sounded 
well. This advertisement is dif- 
ferent from the average automo- 
bile ad for the reason that it deals 
with facts instead of generalities. 
As an interesting lesson in illus- 
tration it may be said that the 
line drawings of the automobiles 
shown looked much more attrac- 
tive and made a stronger appeal 
than the half-tones from photo- 
graphs of machines which ap- 
peared in a number of other auto- 
mobile advertisements in the 
same magazine, The half-tone is 
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a very useful institution, and, of 
course, a photograph forms a 
faithful reproduction of any ob- 
ject, but in very many cases a 
line drawing produces a far bet- 
ter effect. 

* * * 

The advertisement of the 
American Safety Razor Company 
here reproduced was an exceed- 
ingly strong full page in the 
magazines in which it appeared. 
It shows up the familiar trade- 
mark fairly well and the heading, 
which practically tells the whole 
story of the advertisement, is 
brought out very strongly in white 
on black. The only trouble with 
this advertisement is that the 
gray in the face of the trademark 
detracts somewhat from the black 


‘Ever- Ready 
| 4 Bay 














and white effect of the ad. If 
the trademark were also entirely 
in black and white, or if it had 
been made smaller, the advertise- 
ment would have been stronger. 

* * . 


There is something very strong 
and _ striking about this adver- 
tisement on behalf of the city of 
Montgomery, Alabama, which oc- 
cupies full page spaces in current 
magazines. Aside from the merits 
of this particular advertisement it 
is interesting as an example of 
a class of publicity which is 
gaining in volume and achieving 


notable results. The manufactur- 
ing and other advantages of cities 
in various parts of the country are 
now being exploited by the same 





DVANTAGES 


wooD WORKING FACTORIES 

















means used to ) market a commod- 
ity, and much better results are 
achieved than were possible un- 
der former methods. 

—— —— 


DECREASE OF MAIL-ORDER AD- 
VERTISING. 





Many of the publishers of large mail- 
order papers are afflicted with the 
“blues” because of a sudden drop in 
the amount of advertising that was 
expected and did not materialize. There 
would be an excuse if such was the 
case in the Spring or Summer months, 
but this is unaccountable, as these are 
supposedly the best mail-order months 
for advertising. 

One mail-order publisher attributes it 
to the fact that there are such few 
schemes being worked and that most 
of the copy is a duplication of the 
same idea employed by others and it 
is useless to use smaller copy and com- 
pete with the larger fellows. Another 
stated that there is a slump in the 
mail-order advertising every five or six 
years and that he expected it this year. 

It will be still harder with the ex- 
pected increase of rate by the postoffice 
authorities. If this goes through about 
fifty per cent of the mail-order papers 
now in the “game” will be eliminated 
entirely. Many of them are issued 
principally for advertising purposes and 
not to instruct their readers as a news- 
paper should. It appears advisable for 
these violators to clean their houses be- 
fore it is too late and eliminate from 
their columns questionable advertising, 
otherwise they will in all probability be 
thrown out of the mails entirely.— 
Commercial Union. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invitedto send mode} advertisements, ideas for window 
cards or circulars, anu any other suggestions for bettering this departmeat. 








THOMPSON’s SOUVENIR STATION, 
News and Novelties, 
At Ye Ancient City Corner, 


Broadway. 

ALBany, N. Y. 
Made Department: 

Probably when we've been in_ busi- 
ness a little longer our efforts upon 
the inclosed style of tolder advertising 
will improve, and sv become more in- 
teresting to the recipients, and likewise 
of more advantage to ourselves. 

Starting them originally tor our 
news feature we have now decided to 
work in graduaily, and in due course, 
all our chief side lines. There, we be- 
lieve, will be where the real worth of 
the folder will teil, for with just the 
news end alone we are evidently work- 
ing to a large extent for publishers and 
other dealcrs, 

With the January issue we intend to 
begin the illustration of various tountain 
pens, razors, etc., using smail electros 

“generously” donated by the manufac- 
turers. Circulation, by the way, is 
through mail, and principally to busi- 
ness men in our vicinity, though we 
have taken the trouble to gather a card 
file ot the home aadresses of the sev- 
eral hundred we call upon each month. 

Now the question is, is this good ad- 
vertising for us? Our location right 
in the heart of the downtown business 
section, directly opposite the postoffice, 
naturally brings us considerable tran- 
sient trade. This we find is really great- 
er and more proftable than the regu- 


State and 


Editor Ready 


lar business we obtain, and, as our 
“store” is really nothing more than a 
good-sized booth tocated in a _ large 
cigar store, we do not feel that we 
should aspire to costly newspaper ad- 
vertising with our lim‘ted space and 
consequent rather compact stock as a 
gia to proper accompanying dis- 
pla 


a generous show 


We have, however, a_ 
trim weekly and 


window, and tnis we 
regularly. But the question remains: 
is our method of ie der circularizing 
for the greatest good to our business? 
—and if not, what is? 

THOMPSON. 





There are, comparatively, very 


few newsdealers who advertise 
and very few of those who do 
advertise know how to do it. 


Thompson is clearly one of the 
few who know how, and other 
newsdealers who are willing to 
learn should send him a bunch of 
stamps for his monthly bulletins. 
After reading a few of them I am 
willing to promise Thompson that 
if he will do in New York what 





he says he will do in Albany I 
will go out ot my way to do busi- 
ness with him. It is not only 
what he says but the frank and 
friendly way in which he says it 


that finds a responsive cord. His 
bulletins are neatly printed but 
quite unpretentious folders of 


eight pages. Lhey’re about postal 
card size and each is of a differ- 
ent and striking color. ‘Lhe first 
page of one says simply, “Do You 
Know Thompson?” Another says, 
“What Will You Read _ This 
Evening?” Another says, “Are 
You a Santa Claus?” And the 
first inside page of each is de- 
voted to a bright introductory 
talk based on the question form- 
ing the title of the folder, the 
other pages being given to inter- 
esting short items about current 
literature, etc. For instance, the 
folder bearing the query, ‘Do 
You Know Thompson?” contains 
the following appropriately la- 
beled matter: 





THE GLAD HAND. 

We want to make you so well ac- 
quainted with ‘“Thompson’s New Bul- 
letin” that you will look forward to its 
appearance each month as a sort of 
bureau of information about magazines 
worth your while. We will try to tell 
you about the features of interest in 
the leading publications so you may 
judge for. yourself what you will like. 
Then when you like it, don’t fail to 
see Thompson at “Ye Ancient City 
News. Station,” Corner State and 
Broadway, Albany, N. Y. 

When in our vicinity you are cer- 
tainly welcome to drop in and_ use 
either phone, local or long distance. Or 
our city directory, pen, ink and a bit 
of paper. We want you to do it. And 
when you get stuck for change of a 
“five,” or if it’s only a postage stamp, 
we'll be there. We're there because we 
are open from early morning to late 
evening, so when you want to leave 
your package, grip or anything else, 
just do it, and welcome. For that’s 
what we’re in business for. Ours is a 
combination bureau of information and 
accommodation. 





And on the inside back page is 
the information printed below, 
followed on the next page by a 
blank in which the customer may 
write the names of the dailies, 














Pr renminieey 


Nahar RBIS ALL 


$ fae IN etn nhs NP a ame ar 


SRE ETE a 


«ers spe ed AHA, Sip, 


46 PRINTERS’ INK, 


weeklies and monthlies he desires, 
and his own name and address: 


DID YOU EVER LOOK FOR A 
BACK-NU MBER? 

Let Thompson reserve your favorite 
daily papers, weekly periodicals and 
monthly magazines. You know how 
often it is quite difficult to obtain your 
customary reading when it so happens 
you fail to secure it at the regular time. 

Publishers limit the number of cop- 
ies of papers and magazines placed 
“on sale” with dealers, and when items 
of particular interest frequently ap- 
pear, the edition of perhaps your paper 
will be exhausted before you come. 

So let Thompson reserve your regu- 
lar reading. You will then always be 
positively sure of getting what you 
want and when you want it. And when 
you tire of a publication simply tell 
Thompson to stop it. This is better 
than subscribing * a paper or maga- 
zine you may grow to dislike before the 
subscription expires. With Thompson’s 
way you pay as you go, and the pub- 
lisher doesn’t hold your money for a 
year in advance. 

Periodicals or papers not on general 
sale or “unreturnable’” Thompson will 
procure for you. Just note your pre- 
ference on the following blank, tear off 
and hand to us. Thompson files these 
slips and always has your reservations 
promptly at time of issue. 

And Thompson holds all newspapers 
one week and all periodicals thirty days 
if not called for on day of. issue. 
Therefore, if it is inconvenient for you 
to call at the time, or are out of town, 
your reservation answers the purpose 
of a verbal order. 








Still another page gives the 
prices and dates of issue of the 
principal magazines. It’s an ex- 
cellent scheme and ought to be a 
winner. | should say that Thomp- 
son can well afford to use a small 
space in the newspapers if for 
nothing else than to advertise the 
helpfulness of his bulletins to 
those who read. I am going to 
reprint portions of the other bul- 
letins in coming installments of 
this department, for its good stuff. 





For Telephone Service. From Balti- 
more Sun, 





Very little additional ex- 
pense will provide 
Telephone Service 
in your home. It will prove 
its convenience every day, 
and on occasions be _ indis- 
pensable. 

THE C. & P. TELEPHONE 
COMPANY, 
5s Light Street, 
Baltimore, Md. 














Certainly; Let's Have Another. 


| Take a Little 
Wine for Thy 
Stomach’s Sake. 


Of course you know who 
said that. And the hint 
holds good to-day. Dyspep- 
tic Americans of all peoples 
should heed the call. 

We suggest Royal Claret. 
The Italian drinks claret for 
his stomach’s sake. Did you 
ever hear of a_ dyspeptic 
Italian. He drinks pure 
claret. So can you if you 
buy our Royal Claret. 

It’s absolutely pure. It’s 
made from the rich juice of 
luscious Malvoissie grapes— 
nothing else. Grape juice ex- 
cites the gastric juice in 
the stomach and thereby aids 
digestion. Royal Claret is 
even more vitalizing than 
the natural juice. It Invigor- 
ates and acts as a tonic to 
the whole system. 

If you don’t like claret 
just as it comes from the 
bottle, the proper way to 
drink it, try it as claret lem- 
onade. It’s refreshing. 

The most economical way 
to buy claret is in split form 
(bottles holding enough for 
one using). We sell Royal 
Claret. 





6 splits 60c. 
10 splits $1. 
25c. quart bottle. 
82c. the gallon. 
THOS. MARTINDALE & 
COMPANY, 
Teas, Coffees and Groceries, 
Tenth and Market Sts., | 
Philadelphia, Pa. | 
e ea. | 
Good Ww ay to Clean Up Odds and Ends. 
From the Elizabeth (N. J.) Evening 
Times. 











4c. Sale! | 


A bundle of big values at 
little prices. 25 useful ar- 
ticles for one dollar— 

Lamp Shades, Lamp Burn- 
ers, Pie Plates, Knives, 
Forks, Spoons, Plates, Chim- 
neys, Bottle Ammonia, Shoe 
Blacking, Scrub Brush, 
Hand Brush, Coffee Sieve, 
Pot Cover, Graters, Fire 
Shovel, Bake Pans, Machine 
Oil, Machine Oil Cans, Sink 
Broom, Carpet Tacks, Side 
Dishes, Lantern Globes, Po- 
tato Mashers, Rolling Pins, 
etc. 


F. J. VOGEL, 
136 First Street, 
Elizabeth, N. J. 
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Tue Braine-THompson Co., 
Advertising. 
CINCINNATI, Ohio. 
Editor of Printers’ INK: 
Mr. Norton E. Westlake, Contract 
Agent of the Bell Telephone Company, 
314 Vine St., Cincinnati, O., wants 


you to send him Printers’ Ink for one 
year. 

Send to above address and bill direct 
to him. 

He was very much interested in the 
comments about our telephone ads in 
your ‘Ready Made Department.” 

Very truly yours, 
THE BLatne-THOomPson Co., 
Per Ren Mulford, Jr., Chief of Copy 
Department. 
$S.—I inclose a novelty of mine, 
put out by the Blaine-Thompson Com- 
pany for week betore Christmas—de- 
signed to attract attention by the use 
of smaller space in a wealth of display. 


R, M. Jr. 





The novelty referred to is an 
eight-inch, double-column — space 
split into three columns, with a 
head “The Daily Hello-Girl’ run 
all across the top, the whole effect 
being that of the front page of a 
miniature newspaper. It is marked 


‘Vol. 1., No. 1.,” and is dated 
“Phoneland, December 16, 1906.’ 
The first column starts off with 


with scare 


the following matter, 
approved 


heads in the most 
newspaper style: 





CHRISTMAS. 





Cheer For Hello-Land—Santa 
Sends a Valued Pointer—Presents 
Worth Money To Puzzled People. 


(By Long Distance Telephone.) 

Frostburg, Dec. 15.—Mr. Santa Claus 
is up to his whiskers in work. Mail 
is (arriving by automobile loads. 

“Seems to me,” he said this morn- 
ing, ‘“‘that the big people are depending 
too largely on me to help them out 
with suggestions. Since Mr. Roosevelt's 
speech on anti-race suicide it has kept 
me working nights to take care of all 
the children. 

Xmas Idea. 

“T’ve a friend in Cincinnati who al- 
ways makes it a practice to put a ~ 
phone into somebody’s house’ as 
Christmas gift. That’s a sensible thing 
to do. His present gives comfort and 
satisfaction through all the rest of the 
364 days of the year when I’m acting 
as boss of toyland. 

Pastoral Joy. 


“Now I've got engagements at 11,- 
763,497 Sunday school festivals, and 
will have to hump myself a little 


to get around. I would like to send a 
few messages if there were Telephones 
handy, but how many Boards of Church 
Trustees have ever thought about put- 
ting a Telephone into their Pastor’s 
Study? This is a Christmas pointer a 
few thousands could profitably adopt.” 


Claus 
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Coming Visit. 


Mr. Claus anticipates a very enjoy- 


able Yuletide visit to his friends in 
Cincinnati, Norwood, Covington, Blue 
Ash and other places. 


Jack Horner. 





And then comes the matter be- 





low, set as a regular display ad: 
XMAS HELPS. 
Why Not Order _a_ Telephone Put 


four Residence? 
Gift that will never lose 


in 
A Holiday 


its charm. 











We are ready to carry out Mr. 
Santa Claus’s suggestion and put Tele- 
phones in Pastors’ Studies at Resi- 
dence rates. 

THE BELL TELEPHONE Co., 
314 Vine Street, Cincinnati. 
The Eloquence os a Cut Price. From 

the Kansas City Times. 

$3.50 to $7 
Japanese Screens 
your choice of thirty for 
1.65. 

We are going to quit 
handling Japanese Screens 


and will sacrifice every one 
in stock beginning to-morrow 
morning at 8 o’clock. The 
assortment consists of 3 and 
4-fold screens — regulation 
height—backgrounds in black 
or light colors, decorated in 
gold 
DUFF & REPP FURNI- 
TURE CO., 
1216-1224 Main Street, 
Kansas City, Mo. 











Good Idea. From the Peoria (llil.) 


Star. 


The Red Badge 
Of Service. 


If you lose a package— 





Ask a man with a red 
ribbon on his coat to help 
you! 


If you want to get a pres- 
ent for a boy, (or anyone), 
and can’t think of a thing— 

Ask a man with a red rib- 
bon on his coat to help you! 

If you want a dainty pin- 


cushion, and don’t ‘know 
where to find it— 

Ask a man with a red rib. 
bon on his coat to direct 
you! 

Twenty-four such men 


scattered over the building 
these days—-they have com- 
plete charge of the floors. 


SCHIPPER & BLOCK, 
Peoria, Ill. _| 
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Austin REeEp, 
13 Fenchurch Street, E. C., 
Lonpon, Eng. 
Editor Ready Made Department: 
Dear Str—By this mail I am send- 
ing you some of our recent booklets 
for your criticism—don’t “spare” us if 
the work is at fault in any way. This 
literature has been sent to selected lists 
of our customers, Yours very truly, 
P. Epps. 








I have never been able to find 
fault with the stutf sent out by 
Austin Reed, and these booklets, 
“Glenside Flannels,” ‘Improving 
the Acquaintance,” and “Solving 
the Underwear Question,” are not 
exceptions. Well written, hand- 
somely illustrated and printed in 
excellent taste, every one of them. 
About all I can say is that a 
whole lot of us on this side are 
not doing anything like as well, 
and if I were a haberdasher 1 
should certainly send Mr, Reed a 
couple of dollars once a year or 
so and ask him to put me on his 
mailing list. 





Sounds Convincing. From the Wash- 
ington (Pa.) Reporter, 


Have You the q 
Right Time ? 

Uniess your watch has 
been thoroughly cleaned and 


oiled with.n eighteen months, 
it can’t be absolutely depend- 








ed upon. | ; 
Tiny particles of grit are 
bound to work into the 


movement, and, unless re- 
moved, will serve to grind 
and cut the delicately ad- 
justed pivots. 

Our method 
insures thoroughness. The 
movement is taken apart, 
each piece is cleaned separ- 
ately, and when you get 
your watch back, its in as 
good condition as when it 
l.ft the factory. 

We are competent to re- 
pair the finest and most 
complicated movements. We 
do our work thoroughly and 
on time—and we charge no 
more for it than you'd pay 
where less skill and _ less 


of cleaning 


A Definite 
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Will Mr. H. L. Marshall, of 
283 Fourth st., Milwaukee, Wis., 
kindly send duplicates of adver- 
tising matter referred to in a let- 
ter as having been mailed under 
separate cover. Matter intended 
for criticism in this department 
should always be mailed under 
the same cover with the letter 
regarding it, and under full letter 








postage. 
4 Strong Appeal to Parents. From 
the Brockton (Mass.) Daily Enter- 


prise. 


Which Is the 
Cheaper ? 


To let the children soak 
.their feet, get sick and then 
be soaked by the doctor who 
has advanced his fee—or get 
good Shoes and _ Rubbers 
from us and protect your 
children from both kinds of 
soaks. 


THE CHILDREN’S SHOE 
STORE, 





25 Centre St., 
Brockton, Mass. 











Proposition—Something 
Rarely Seen in a Lumber Ad. Con- 
tributed by Stafford Advertising 
Agency, Providence, R. I. 





40,000 Feet 
Hemlock at 
$18 per M. 


Just the thing for under 
floors, roofs, sheds and any 


temporary fencing that you 
may have orders for. It is 
planed one side to %. Six 


inches and wider; 12, 14 and 
16 feet long. If you take 
any stock in what some of 
our competitors have told 
you in the past, that we ad. 
vertise these bargains and 
don’t have them when want- 
ed, just call here with your 
“coin” and we can convince 
you “while you wait.” If 
you have been buying Hem- 
lock lately you know 
whether or no this is a bar- | 
gain without say:ng more. 
Extra Cedar Shingles, 
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x care are exercised. $3.75 per M. 
é T. H. McNARY, Gutters, 4x6, 10c. per foot. 
s Jeweler and Optician, L. SWEET & CO., 
g No. 43 North Main Street, zo9 Harris Avenue, 
3 The Store with the Street Near Broadway and Olney- 
4 Clock, ville Square, 
j x Washington, Pa. Providence, R. I. 
a L ecco: 








